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M. NAEF & CO. 


Geneva . . . Switzerland 


ESCRIBED by several of the industry's 
most capable perfumers and cosmetic 
chemists as “the best Lily of the Valley odor 
yet); MUGANTHEME Naef is a new and es- 


pecially delightful version of a Muguet base. 


ns eames is truly the universal Lily— 
for it can be used with most pleasing 
effects and equally good results in perfume 


extracts, creams, powders and lotions. 


r current popularity of floral type odors 
marks the introduction of MUGANTHEME 


by M. Naef & Co. now as particularly timely. 
$17.50 per pound 


A Trial Sample on Request 


UNGERER & CO. 


13-15 WEST 20th STREET - NEW YORK 



















VELIZAR BAGAROFF 
OTTO of ROSE - 


Velizar Bagaroff Otto of Rose is again available 
in all markets under his own label. 


This quality product is especially worthy of 


your consideration. 










| VIN amelie 
SANDAL YOOD yi 


Distilled at our Linden, N. J., Plant from Santalum Album (Linne) 


C7 
( 
f 


J 


Leading Perfumers agree that no natural or 
synthetic material can satisfactorily replace 
Genuine Mysore Oil. Distilled and offered in 
original sealed and serially numbered containers 


by— 


Sole Agents for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal 


_ Our universally esteemed Trade Mark: 


| “YE Ofsefte Sfferrce Diftilfers”” 


indicates long experience in the scientific distillation of Essential 
Oils, and is recognized as a guarantee of their supreme quality today. 


W. J. BUSH a CO. 


INCORPORATED 


London - Mitcham - NEW YORK, N. Y. - Messina - Grasse 
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GEORGE LUEDERS co. 


427-429 WASHINGTON ST., NEW YORK 


factory: Brooklyn . . . branches: Chicago, San Francisco, Montreal, Mexico City 


Established 1885 


OIL of ORRIS 


Concrete 

Liquid 

Resinous 
Full strength and of superb aroma. 
Of our own manufacture and avail- 
able at interesting figures. We 
employ only the finest selection of 
Florentine Orris Root. 


As NOVELTIES 


very desirable in the making of 
TONQUIN MUSK heavy. or Oriental type perfumes, 


we recommend 


Our shipments are arriving reg- 
ularly. Not only is the quality 0 | [ 0 f OLIBA N UJ M 
exceptionally fine, but the price 
is very low. It will pay you to 


look ahead for your require- 0 | L of 0 P 0 P 0 N A X 


ments and consult with us. 


Both products of our factory. 


Sole Agents for 


CAMILLI, ALBERT & LALOUE 
GRASSE, FRANCE 


Manufacturers of the famous 


MAXIMAROMES 
The World’s Finest Natural Flower Essences 
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INTRODUCING style No. 357, made in 14, 1, 2, 3, 
1, 6 & 8 oz. sizes. All in stock for immediate delivery. 


aN 





The wide range of sizes makes these attractive 
bottles available for Nail Polishes, Brilliantines, 
Lotions, Toilet Waters, etc. 


Supplied with or without caps. 


CARR-LOWREY GLASS CO. 


Factory and Main Office: BALTIMORE, MD. 


NEW YORK OFFICE: 500 FIFTH AVE., Room 1427 
Telephone: CHickering 4-0592 


CHICAGO OFFICE: 1502 MERCHANDISE MART 
Telephone: WHitehall 4326 
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| “Service for the Manufacturing Trade Exclusively” 


Compacts 


REG. U.S. PAT. OFF 


° Powder Puffs 


ROUGE and POWDER Sse 
A new development in sterilizing 


(More than 150 tints) puffs, keeping them actively anti- 
septic until washed, is being adopted 
by us. 

EYE SHADOW 


(All shades) 


This process is without doubt one 
of the most remarkable advances 
ever made in the textile field, and 
offers an assurance to the user of 


LIP ROUGE the puff that no matter how soiled 
and CREAM ROUGE it may be, it is still a clean puff 
bacteriologically. 
(All indelible shades ) 


Details on Request 


EYE BROW PENCILS 


WATERPROOF f \ 


j 
COSMETIQUES 


All our products guaranteed 
for chemical purity. For your 
further protection, Products 
Liability Insurance carried. 


OXZYN COMPANY 


; : mie Canadian Office 
In business since 1877 


New York Office 103 Ottawa St. 
154-11th Ave. Walkerville, Ont. 


Originators of Natural Rouges 
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DIANTHIA 


An entirely new aromatic 
product producing exquisite 
spicy effects in all perfume com- 
positions — exceptionally fine 
base for Carnation. 


DIANTHIA will not discolor 


Especially adapted for Powders, 
Perfumes, Creams, Lotions, etc. 


A trial quantity of this inter- 
esting creation will more than 
prove that Dianthia is an out- 
standing contribution to the 
perfume industry. 


Ounces (@ $ 2.20 
Pounds @ 32.00 


SYNFLEUR 
SCIENTIFIC 


DETROIT 


LABORATORIES, 
INCORPORATED 
MONTICELLO NEW YORK 



























PHILADELPHIA 


WHEN a whole organization is 
actuated by one motive, it generally 
goes places. 

By that we mean that it does things 
in a big way, in the right way and in 
the most intelligent way. 

That’s the kind of organization 
anyone would want, and the kind we have 
been building for years. 

To you, a user of our products, it means 
more than to anyone else. Steel and mortar, 
paper and ink, words and pictures, all these 


convey little as compared with what an 


‘ ° 
organization can produce. 


Our factory makes fine aromatic chem- 
icals because our factory organization con- 
centrates on that and nothing else. There 
is nO waste - motion, no cross - purposes. 
‘verybody knows he has to produce the best 
preduct in the line. 

And everybody does. 

That’s something you need not take our 
word for. 

The list of our products is too long to 
show here, but tell us your requirements and 
examine the samples we send. 

The answer is in the bottle, and you’re 


the judge. 


The 


{merican Perfumer 
















yf 2 wont wait. 


It must go forward 


\ ‘TAD il: fume and powder odors. Use it alone or in com- 
Or tral g there’sno positions. Also ask for the one for cream use; 


alternative. To lead means you have to especially if you want to cover lanolin. Both are 
do the new things first and best. $20 per pound. 

Some of us know a good, new thing when we LILAC is April’s child, but now is a good 
meet it and some don’t. ‘Those that do will ap- time to select one. Lilacs, like the breath of 
preciate a number of these suggestions. Spring, are beloved by all. We offer an unusual 

PERFUME A.C. will give you an entire line, selection this year, at all prices, for all uses. Also 
a real thrill, a popular success, a modern note, a original bouquets with lilac top note. 
distinctive creation. Does it sound expensive? It ROSE de MAI reproduction of the exquisite 





isn’t. The oil comes in 5 grades—$100, $60, French Rose Absolute. This remarkable oil at 

$40, $24, $12 per lb. $36 per lb. can be used to replace a goodly por- 
OPOPONAX SS. is that subtle yet tenacious tion of the expensive Absolute in your composi- 

character that underlies some of the leading per- tions. A great new resource for perfumers.. 


PERROL 


A beautiful bouquet when 





r 7 . 

The only fair teSt: Send for samples. Make 
your own tests with our materials. See how they 
used as a perfume oil. 
A 


when added to other oils. 


improve your own products. We'll abide by your 








wonderful freshener 


results. 


van Ameringen- Haebler, Inc. 


Varch, 1930 


We recommend for: 


CREAMS 


BRILLIANTINES 


POWDERS 


PERFUMES 


snandionmcomnmemeeetalll 


& LOTIONS 


Oil Lilac No. 650 86.50 Pound 


Oil Lilae No. 350 = =3.50 Pound 


Oil Lilae No. 500 5.00 Pound 


Oil Lilae No. 800 8.00 Pound 


Oil Lilae No. 16 16.00 Pound 


Oil Lilac Septo 24.00 Pound 


FLORASYNTH LABORATORIES 


1513-33 OLMSTEAD AVE.. 


LOS ANGELES 
Pacific Coast Headquarters 
4665 Hollywood Blvd. 


DALLAS 
2622 Throckmorton Si. 


NEW YORK. N. INC. 


SAN FRANCISCO 
524 Washington St. 
TORONTO 
11 King St. W. 


CHICAGO 
W. Washington Blvd. 


MONTREAL 


St. Francois Xavier St. 
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American Perfumer 




















Aue on your desk, your package looks like a knock- 
out—but in the competition of the store it may retire 
to obscurity. 

Good packaging is a matter of meeting competition on 
the shelf or counter. Good packages on the shelves shout 
“Here I am—you need me.” Good packages properly dis- 
played on the counter invite handling by new customers, 
remind old customers to buy the product again. 

If you have a problem in packaging or display, our 
many years of experience in packaged goods merchandising 
is available to you. A letter will bring this experience to 
bear on your problem without any obligation on your part. 


Each Tuesday Night 


N: B.C. WJZ Network AM ERICAN CAN COMPANY 


BEN BERNIE 


“and all the lads” 
Sponsored by 230 PARK AVENUE, NEW YORK 
AMERICAN CAN COMPANY 


March, 1936 


@ You can’t beat the combination of a 
high-quality product and an attractive, 
sales-producing package. You have the 
product—we can furnish the package— 
the kind of package that goes out into 
the field and se//s like a true star salesman. 


Add the O-I Invisible Salesman to your 
staff. Our complete packaging service 
can help you. Write Owens-Illinois Glass 
Company, or its subsidiary, The Closure 
Service Company, Toledo, Ohio. 


Pie 


OWENS -ILLINOIS 


CLOSURE SERVICE CAPS 


j Design Pat. No. 94747 


The No-Knurl C.T, Cap-—partial 
or full dome. Aluminum or 
tin with LL-33 protective 
lacquer inside, Attrac- 
tive im plain colors 
or lithographed 
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x * A MUSK BASE 
WITH A GENUINE 
MUSK ODOR...... 
READILY SOLUBLE 


. and the price is 


decidedly attractive 





SCHIMMEL & CO., inc. 


601 WEST 26th STREET © NEW YORK, N. Y. 
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AMERICA’S FAVORITE 
OIL OF LEMON 


Nore than 75% of all the Lemon Oil sold in 
the United States in 1935 was Exchange Brand 


The World’s Largest Plant Devoted Exclusively to Lemon Products 


FROM rich California lemons, 
cold pressed and clarified, 
comes Exchange Brand Oil of 
Lemon, U.S.P.—with the flavor 
that pleasesthe American taste. 

It is uniform always, in all 
characteristics. Nowhere in 
all the world is the produc- 


tion controlled so exactingly. 

True flavor. Uniformity. Ex- 
ceptional dependability. A fair 
price. There you have the 
reasons why Exchange Brand 
Oil of Lemon, U.S. P. is far 
and away America’s favorite 


Lemon Oil. 


Sold to the American market exclusively by 


DODGE & OLCOTT COMPANY 
180 VARICK STREET, NEW YORK CITY 


FRITZSCHE BROTHERS, INC. 
76 NINTH AVENUE, NEW YORK CITY 


Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


OIL OF LEMON 
Products Department, Ontario, California 


U.S.P. CLARIFIED 
Producing Plant: EXCHANGE LEMON PRODUCTS CoO., Corona, California 


Copr.. 1936, Produc-s Dept.. California Fruit Growers Exchange 


12 The American Perfumer 





rROSLE SMS 


ONE of our customers receive less than 100 < 
value and service in return for their patronage, but 
many receive a great deal more. And usually the 
ones who gain this added measure of consideration 
are those who come to us and say frankly, “‘This is 
our problem ...can you help us?” Such a plea, 
with its implication of confidence in our ability to 
aid, is literally a challenge, pitting our years of 
experience, our knowledge, prestige and facilities 
against a problem which must be solved. To find 


its solution is our only alternative. 


It is through this avenue of service that many of 
our staunchest and most satisfying business friend- 
ships have been developed. This same avenue, 
open at all times and to everyone in the industry, 


is open to you—that is, if you have a problem. 


FRITZSCHE BROTHERS, Inc. 
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A TRUEVYLILY OF THE VALLEY 


EW floral compositions have the broad application and lasting appeal 
of this new and stimulating perfume base. LYLIUM, although an exact 
reproduction of lily of the valley, was created as an all-purpose base suit- 
able for every type of perfume and cosmetic work. Its use as a founda- 
tion odor is especially recommended where a refreshing but indefinite 
floral character is desired. Its perfect blending with other bases permits 


limitless combinations and odor nuances. 


Perfume and cosmetic manufacturers will do well to investigate the many 
possibilities of this versatile, new product. With all its exquisite, 
appealing and tenacious fragrance and adaptability, it is moderately 
priced. Three grades extend its usefulness from the finest products to 


those in which low cost is an essential consideration. 


Write us now for samples of LYLIUM. Address Dept. AP-364. 


FRITZSCHE 


816 WEST 8TH STREET LOS ANGELES, CAL. PORT AUTHORITY COMMERCE BLDG. 
Proprietors ot PARFUMERIES de SEILLANS Seillans, France 76 NINTH AVENUE, NEW YORK, N.Y. 
FRITZSCHE BROTHERS, of Canada, Ltd., 77-79 Jarvis St., Toronto, Canada 118 WEST OHIO ST. CHICAGO, ILL. 





THE WORLD’S FINEST 


E do not believe that statement to be an exaggeration of fact. These 

Oils, developed in our Seillans Plant, contain no additions or admix- 
tures whatsoever. They are absolutely true and genuine; they represent the 
finest oils.of their kind on the market today. 


OIL OF OPOPANAX and OIL OF OLIBANUM are generally met 


with in commerce in the forms of gums or resinoids. These Distilled Oils, made 
from their respective gums, are more concentrated, more soluble and better suited 
for perfume work where a true but more delicate bouquet is desired. Oils of 
Opopanax and Olibanum are also valuable to the perfume manufacturer for their 
fixation qualities. 


OIL OF PARSLEY SEED is distilled from the best French seed. While 


often used for flavoring purposes, it can be used effectively in perfume making. 


OIL OF CUMIN—an excellent oil, used principally for flavoring. It has a 


natural cuminic aldehyde content of about 50%. 


OIL OF FENNEL ROMAN is distilled from the sweet fennel as cultivated 


in Southern France. It is a very fine oil, extremely sweet and powerful. Should 
find widest application in dental preparations, mouth washes, etc. 


OIL OF ANGELICA SEED, distilled from the best French seed, is also 


a flavoring essence. It is used, however, in perfume making as a “foil” for 
other oils. 


The above Distilled Oils have received our highest recommendation. We 


suggest that you write us for quotations and samples. Also watch for coming 
additions to this fine line of essential oils! 


FRITZSCHE BROTHERS, Inc. 


Port Authority Commerce Bldg. 
76 Ninth Ave. New York, N. Y. 


Branches 


ATLANTA, GA BOSTON, MASS CHICAGO, ILL COLUMBUS, O. KANSAS CITY, MO 
70 East Lake Drive 250 Stuart Street 118 West Ohio Street 21 East State Street 


2018 Guinotte Avenue 


NEW ORLEANS, LA. PHILADELPHIA, PA. LOS ANGELES, CAL. SAN FRANCISCO, CAL. 
813 Louisiana Building 400 Bulletin Building 816 West 8th Street 122 New Montgomery Street 


FRITZSCHE BROTHERS OF CANADA, Ltd. 
77-79 Jarvis Street, TORONTO, CANADA 


PARFUMERIES DE SEILLANS, SEILLANS (VAR), FRANCE 

















ere’s the way 1705 Women 
Answered the Question. 


DO YOU PREFER 
“ROUGE SUPREME’ 
TO THE RIND YOU 
ARE NOW USING 


*) 










i questionnaires tabulated by Hurdman a 


Cranstoun, Public Accountants, New York City 











135 sai NO” 
a 


568 sai YES | | 


fone! 









HIS amazing consumerendorsement of lumpy unground material. l; ' 
' , ‘6 
‘ . . . . ate 
of “Rouge Supreme’ came as the re- Rouge Supreme’ sets a new standard. we? st 
; : 4. ted 
sult of a nationwide survey. Women (your : t a me 
. ; ; g . ° tle 
P ; ; 4 ROUGE * CREAM CHEEK ROUGE uy PRE 
customers) immediately recognize this FACE POWDER © LIPSTICKS Mu 


new rouge as a vastly superior product. 


/ + 
COSMETIQUE * EYE SHADOW gost 


, . f ja, 

The overwhelming preference of these AMERICAN PERFUMERS’ LABORATORIES Ine. en af 
women merely confirms what the micro- Private Brands Exclusively , LL Bt 

: oa 114 FIFTH AVENUE, NEW YORK, N. Y. ~ 65 WY yest 
scope reveals: Outstanding superiority psaieias Mittal amr aEQ 
* fs . ° 1015 ST. ALEXANDER STREET, MONTREAL, QUEBEC S E 
--an infinitely fine texture... amazing Lancaster 1069 yee 
S 






color uniformity, but not a single trace 


Products Liability Insurance 


March, 1936 


PRESENTING 


for the first time in America 


—a new high-fashion note 


BASE CUIRANUM 


by the house of 


TOMBAREL 
FRERES 


GRASSE. FRANCE 


Blending the popular Ambre note with just the right touch of 


Russian Leather, Base Cuiranum affords a new starting point 
from which to create modern bouquet compositions of great 
interest and timeliness. Recently perfected in Europe, it is now 
at hand for those who like to be first with the new, original in- 
terpretation of fashion in perfumery. Write for samples and 
quotations to the exclusive United States representatives: 
ALBERT VERLEY, INC. (See addresses on facing page). 


ABSOLUTE SUPREME FLOWER OILS 


Jasmin e Orange Flower e Rose e Oil Neroli Bigarade 
Petale e Oil of Orris Concrete e Lavender Concrete 
Absolute ¢ Oil Lavender St. Ann 48/50% e Oil Lavender 
Mt. Blanc 38/40% e Resinoids for Soap Perfume 


Oil Vetivert e Oil Geranium 
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OF ALL PERFUME ODORS 


The tremendous importance of rose in the perfumer’s art has been a spur to special research 
by the house of Verley for many years. ® Truly, rose is the universal harmonizer. In cos- 
metics, it blends to perfection with any perfume that may be worn. In perfumes, it ranks 
with Jasmine as an ingredient in almost any distinctive compound. ® The fruits of this spe- 
cial interest in rose are available to perfumers, in the proved, established ingredients and 


compositions created and perfected by Verley over a long period of time. Write for samples. 


ALBERT VERLEY CREATIONS ieee S88 2 eee ee) 


Damascenel L. — approaches with kable fidelity the natural Nerol Extra Pure—a superb ingredient of extreme chemical purity. 
Tedious oe for which the house of Verley has been known as headquarters for 
: Pete emi ea eB te Cal 


Damascenol Il. — a red rose of extra fine tone 


Neorosal — a foundation for fine Rose compositions, with Red Rhodinol Rose Extra — another superb product in which the house 


of Verley has specialized. Derived directly from the finest Gera- 


Rose shading SCOR its MSA tae a he Mt ed 
Nerol Rose — on the basis of our specialty, Nerol Extra Pure character. , : 5 
—— with deeper tonality \ . Aldehyde C-11 (Undecylenique)—an indispensable Rose ingredient. 


Rowe Leaves — Rose 7 — Rose Centiolia “V" — Rosanteme — Geraniol Palma Rosa “V” — If you have never tried this in- 
o ae ‘ gredient in Rose compositions. you have a surprise in store. True, 
it is more expensive than ordinary Geraniol — but well worth 

the difference for the results to be achieved by its use. 






ALBERT VERLEY caumalich 


ALBERT VERLEY. INC., 11 E. Austin Avenue, Chicago: 114 E. 25th Street, New York: Mefford Chemical Co., Los Angeles 













for the first time... 


ANHYDROUS 
ALCOHOL 


BY A 


NEW PROCESS 


: meithor Benzot mor Ahkali 


Rossville Anhydrous Alcohol is now dehydrated with 


neutral salts by a new patented process which uses neither 





benzol nor alkali. 


All types of fine Rossville Alcohols—pure and denatured— 
are available in this new anhydrous form. 


Profit by the advantages of the improved anhydrous alco- 
hol—Rossville Anhydrous Alcohol. 


(OMMERCIAL SOLVENTS (ORPORATION 


DISTILLERS OF FINE ROSSVILLE ALCOHOLS 
















230 PARK AVENUE ROSSVILLE ‘ SALES OFFICES and 
NEW TORE, Me Fe and THE SPIRIT OF THE NATION WAREHOUSES IN 


c ALCOHOL 
fERRE HAUTE, IND. PRINCIPAL CITIES 
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| a TALCAROMES are a modern, complete line of 


perfume odors for scenting face and talcum powders, 
dusting powders and similar preparations. Long years of experi- 
mental work have resulted in the perfection of this unusually fine 
series of outstanding odors. 

The scenting of face and talcum ponndaee calls for a skill 
and experience not necessarily embraced within the usual func- 
tions of all perfumers and chemists. Not only must the odor be 
satisfactory in itself, but it must be qualified to act suitably upon 
the powder without breaking down the odor or discoloring the 
powder itself. 

UNCO TALCAROMES are moderate in price—well 
within the recognized limit of the present day range for powder 
odors. In some instances we are prepared to supply two or 


three types at various prices. 


UNGERER & COMPANY 


13-15 WEST 20th ST., NEW YORK, N. Y. 





\ STAFFORD EN &« SONS 


LIMITED 
LONDON, ENGLAND 


“STAFFALLENS. 
QUALITY OILS 


tor the 


PERFUMER 


il Peru Balsam 
il Peach Kernels 
il Almonds Sweet True 


il Patchouly 
il Sandalwood, E. I. 
il Lavender, English 


13-15 W. 20th St. NEW YORK 
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“BEER CAN 


ett. rene 


Lemna FLAVOR 
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REDUCED SHIPPING COST 
INCREASED SALES 


CONTAINER DO? 


‘an industry, © sntal's scientists, engineers and design- 

broad packaging experience to develop this revolution- 

3e sntal Cap Sealed can, presenting 

ie the best features of the bottle, in- 

dicates™ “fact! thick ontinental to serve anyone who is 
confronte : kagir 
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; —43 
io. 140 —35 
jo. 150 —13 
io. 185 —151% 
io. 186 —44 
Jo. 188 —23%4 
No. 200 —28 
No. 0200 —28 
jo. 215 —19% 
No. 230 —13 
io. 232 —13 
lo. 234 —10% 

. 236 —19%4 


Improve the 
Appearance of Your Package 
serviceable stock or N 


with an _ attractive 
specially designed 


Cap 


For perfumes, talcum and tooth powder, bath 
salts, ete. @ Furnished in a variety of designs in 
fancy metal, plain brass, polished brass, nickel 
plated or in other metals. Our “Negative Finish” 
resists acids, alkalies and alcohol. Proven by 
laboratory tests. Available in most designs. We 


make laboratory tests to determine proper fin- 
ish if necessary. Samples and prices on request. 


BRASS GOODS MFG. CO. 
\. 845 ELDERT STREET 


\ 


\ BROOKLYN, N.Y. ' 


Phone: FOxcroft 9—3900 


A 


M/M 
M/M 


Bath Salt Cap 
Sifter Top Cap 
M/M Screw Cap 

M/M Screw Cap 

M/M Fancy Bath Salt Cap 
M/M Taleum Can Top 
M/M Sifter Top Cap 
M/M One Piece Cap 
M/M Talcum Can Top 
M/M Screw Cap 

M/M Screw Cap 

M/M Screw Cap 

M/M Slip Cap 


No. 238 —15 
No. 240 —14% 
No. 249 —14% 
No. 250 —12 


M/M Talcum Can Top 
M/M Square Slip Cap 
M/M Screw Cap 
M/M x 23% M/M 
Oval Slip Cap 

M/M Screw Cap 
M/M x 23% M/M 
Oval Slip Cap 

M/M Bath Salt Cap 
M/M Screw Cap 
M/M Slip Cap 

M/M Bath Salt Cap 
M/M Slip Cap 


400 GLASS FINISH 


No, 251 —-15 
No. 257 —12 


No. 258 —40 
No. 264*—20 
No. 267 —16 
No. 269 —44 
No. 281 —11 


*FITS G. C. A. No. 





. 282*—24 
Yo. 291*—22 
Yo. 292 —-28% M/M Flask Cap 
Yo. 295 —1342 M/M Slip Cap 


. 300* 
Yo. 317 —11 
Yo. 323 —45 


No. 327*—43 


M/M Screw Cap 
M/M Screw Cap 


298*—38 M/M Talcum Cap, 
Sifter Top 

M/M Screw Cap 
M/M Slotted Slip Cap 
M/M Bath Salt Cap 
M/M Cream Jar Cap 
Same design as No. 
323. 

M/M Same design as 
No, 324, 


-18 


324*—45 


a A LL TT NE EN ER 
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Strange... OK the SAME Jaz 
but the Cream 


scems dtterent’ 






ee you haven't knowingly changed your 

products. But have they been changed with- 
out your knowledge? Do you know that some 
adulterant has not thrown your formula out of 
balance? 


Use this Pure Beeswax. Beehive Brand Beeswax 
is always pure—always uniform. Every tablet is 
exactly like every other tablet. Our own buyers 
select the finest grade of crude beeswax. It is again 
tested for purity and quality by our own skilled 
chemists. Then it is sun-and-air bleached for the 
pure white color so essential to fine creams. 


ee a ————— — 


Test Beehive Brand in your own cream. Note 
the texture and color. You'll quickly see why this 
beeswax has long been the basis of many fine 
creams. Write for complete information. . 


WILL & BAUMER CANDLE CO., INC. 
Established 1855 
Buckley Road, Syracuse, New York 





SPERMACETI CERESINE YELLOW BEESWAX 
COMPOSITION WAXES RED OIL HYDISTEAR 
STEARIC ACID 
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No 
POLY 


MINUS: 292047 scars 


PLUS: every lass 
Adslribulion 


a. machine-made bottles compare favorably with fine hand-blown 


bottles. Our patented Form Blank process eliminates mold scars and 
insures an even distribution of glass. They are supplied in various popular 


sizes to meet almost every need of the perfumer and cosmetician. 


We also offer distinctive hand-blown bottles. Like our machine-made bottles, 
these may be had in stock designs or we will gladly create a design for your 


exclusive use. 


— SWINDELL BROTHERS 
40 Court St. INCORPORATED 

BALTIMORE ‘ , MARYLAND 
Los Angeles ; New York Office 200 Fifth Avenue 


Baldwin & Baldwin 
819 Santee St. ESTABLISHED 1873 


The 


Havana, Cuba 
Roberto Ortiz 
Edificio Moenck 

& Quintana 209 


Chicago 


James T. Johnson 
1257 W. 97th Place 
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A FIXED STAR 
0 STEER BY 


Just as the old mariner needed a fixed star to maintain his 
: course in uncharted seas . . . so the modern perfumer needs 
' a fixed standard of quality in raw materials to maintain his 
| position in-the uncharted seas of modern competition. 


| There are three reasons why more and more perfumers and 
_ toilet goods manufacturers are steering their courses by 
| Givaudan standards. First, Givaudan's reputation for qual- 
| ity gained by experience covering more than 35 years. 
Second, Givaudan's service facilities and modern manu- 
| facturing equipment which are ample to meet the most 
| exacting demands. Third, the fact that every Givaudan 
_ product is continually checked and rechecked in the process 
"of manufacture to establish and maintain uniformity. 


May we send you information and samples of any of the 
following products to prove their quality? 


Eugenol lrisones 
Hydroxycitronellal 100°/, Geraniol 
Musks—Artificial Phenyl Ethyl Alcohol 
Phenylacetaldehyde Pure Terpineol 
Amyl Cinnamic Aldehyde Heliotropine 
Citronellol Aubepine 
Rhodinol Extra 


GIVAUDAN 


DELAWANNA INC. 
80 FIFTH AVENUE, NEW YORK, N. Y. 
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HE Novo family of all-purpose oils was cre- 
ated to help you get order out of odor chaos 


in your perfumes, powders, lipsticks, creams, etc. 


it is a series of odors so constituted and so priced 


. that you may make use of them in every variety 


of toilet preparation. 


" Encouraged by the success of Novo Rose, Novo 
Jasmin and Novo Fougere, Givaudan now an- 
nounces NOVO GARDENIA, an oil which faithfully 
- reproduces the odor of the popular Gardenia. It 


FAMILY 


is a complete perfume in itself, having all the 
necessary fixatives to insure the proper tenacity 
.. and at the same time it can be used in scenting 
face powders, creams, lipsticks, lotions and other 


cosmetic products. 


Gardenia is always popular. Let us show you how 


this new all-purpose oil will help you solve the 
problem of conflicting odors in your lines. Samples, 


of course, are available on request. 


GIVAUDAN 


DE LAW AN N'A : 


80 FIFTH 
Philadelphia 


AVENUE, 


Branches: Los Angeles 


Baltimore New Orleans Chicago San Francisco Seattle Montreal 


NEW 
Atlanta 


YOR A ‘ hime Eg 
Cincinnati Dallas 


Havana 


Detroit 
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CINTHOXIN 


To intensify the al- 


lure of your perfume with that 
Bouquet or Oriental odor, use 


Cinthoxin. 


You will be more 


than delighted with results! 


N\orda 


ESSENTIAL OIL 
& CHEMICAL CO, ING. 


601 West 26th Street, New York City 
LAckawanna 4-4700 


Chicago O fice Los Angeles O ffice 
325 W. Huron St 685 Antonia Ave 


Southern Office St. Paul Office Canadian Office 
Candler Annex Bldg., Pine and E. 3rd Sts 119 Adelaide St. W., 
anta, Ga Toronto 


March, 1936 





OTHER 
HELFRICH 
PRODUCTS e 


COSMETIQUE 
EYE SHADOW 
FACE POWDER 


HELFRICHe 


_= 


| lipsticks 


An extra 


fine particle size rouge with perfect color 


dispersion, yet not absorbed by the skin. 


HIGHLY in- 


delible lipsticks with rich red undertones 
instead of the usual purple. Incidentally, 
they apply very smoothly and are lubri- 


cating instead of drying to the lips. 


HELFRICHe 


HELFRICH LABORATORIES 
564-570 W. Monroe St, CHICAGO 


HELFRICH LABS. OF N.Y. INC. 
30-34 West 26th St, NEW YORK 


BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif. 
CHARLES H. CURRY, 420 Market St., San Francisco, Calif. 
HERBERT J. BITTMAN, 318 People's Bank Bldg., Seattle, Wash. 
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AROMATIC 
RAW MATERIALS 


Among the numerous aromatics 
which go into the compounding of 
a well made LILAC Odor, none 
are more important from the stand- 
point of quality than 


eTERPINEOL ABSOLUTE 
@BENZYL SALICYLATE 
eAMYL CINNAMIC ALDEHYDE 


ae 
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TERPINEOL | BENZYL N 
ABSOLUTE SALICYLATE | ALDEHYDE | 


These aromatics are a few of the 
many basic raw materials manu- 
factured at the Felton Factory. 
Produced under rigid technical 
control by skilled chemists, in 
modern, glass-lined equipment, 
the highest degree of purity and 
uniformity are assured. 
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When using a Felton Lilac com- 
pound you are assured of Quality, 
Dependability and Economy. 


LILAS -| 
SURFINE 


Recognized as the outstanding Lilac 
...by comparison, the most perfect 
reproduction of the Lilac note thus 


far created 


@ FOR EXTRACTS AND TOILET 
WATERS 


LILAS 
SURFINE C. 


A slightly modified version of the 
exquisite Lilas Surfine with the 


same superlative note for use 


@IN CREAMS AND LOTIONS 


LILAC B. Y. 


A lower-priced Lilas Surfine note 
allowing economy without sacri- 


ficing quality 


@FOR GENERAL USE 


For testing samples of these items 
and any others that interest you, 


please write at once to Dep't. 5. 


If you have not yet received the 
practical, new catalogue, Aromatic 
Products by Felton,’’ please inform 
us so that your copy can be for- 


warded promptly. 


INCORPORATED 
603 JOHNSON AVENUE, BROOKLYN, N. Y. 
uality} Manufacturers cof AROMATIC CHEMICALS, NATURAL ISOLATES, PERFUME OILS, ARTIFICIAL FLOWER AND FLAVOR OILS 
Executive Offices and Factory: 603 JOHNSON AVE., BROOKLYN, N. Y. 


io FELTON CHEMICAL COMPANY 


Boston, Mass. Philadelphia, Pa. Sandusky, Ohio Chicago, III. St. Louis, Mo. New Orleans, La. Los Angeles, Calif. San Francisco, Calif. 
80 Boylston, St. 200 So. 12th St. 1408 W. Market St. 1200 N. Ashland Ave. 245 Union Blvd. Balter Bldg 515 So. Fairfax Ave. 512 Washington St 





Preparations to be applied to skin 
prior to exposure to sun 


M 3 R . 4 SUN-TAN OILS 
Acid Oleic 

Quinine Alkaloid 

Menthy] Salicylate 


—_ Ee 
; es Th (4 MLA /s SUN-TAN LOTIONS, Non-greasy 


Quinine Bisulphate 
Quinine Dihydrochloride 


USED IN THE MANUFACTURE OF Glycerin 


Zine Sulphocarbolate 


Sf, or. a) 
Daa Lie by ee SUN-TAN CREAMS 


Lanum Anhydrous (Lanolin) 
Acid Oleic 
Quinine Alkaloid 
Menthyl Salicylate 


Preparations to be applied to skin 
already sunburned 
SUNBURN LOTIONS 
Chlorbutanol 
Acid Picric 
Calamine 
Acid Citric 
Glycerin 
Zine Sulphocarbolate 


SUNBURN CREAMS and OILS 
Benzocaine 
Chlorbutanol 
Lanum Anhydrous (Lanolin) 
Petrolatum Liquid 


Preparations to produce sun-tan 
effect 
SUN-TAN POWDERS 
Bismuth Oxychloride 
Calcium Carbonate 
Kaolin Colloidal 
Iron Oxide Brown Precip. 
Tale 
Other Merck Chemicals of interest to Cosmetic Industry Zine Oxide 
Aluminum Chloride Calcium Carbonate Magnesium Carbonate poe 
= oS 
Bismuth Subcarbonate Glycerin Magnesium Oxide To ’ at’ = 
Benzoic Acid Kaolin Colloidal Mercury Ammoniated ™ nema ee Cena 
. 7 Talc of uniformly high quality in planning 
Boric Acid Lanum Zine Oxide your production of up-to-date summer 


Salicylic Acid (Lanolin) Zinc Stearate preparations. 


Our Chemical Service Department will be pleased to assist you with formulas. Further 


information, quotations and samples will be furnished to manufacturers on request. 


* MERCK & CO. Inc. Manufacturing Chemists ,RAHWAY,N. J. * 


New York: 161 Sixth Avenue + Philadelphia: 916 Parrish Street + St. Louis: 4528 S. Broadway 
In Canada: Merck & Co. Ltd., Montreal and Canada 
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IN WINDOW DISPLAYS 


the royal color of Maryland Blue 
stands out—attracts attention to 
your product. 
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-amid competing products—- 
Maryland Blue identifies your 
product—helps to insure repeat 
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rich Maryland Blue inspires con- 
fidence in the quality of your 
product—stirs the desire to buy. 
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Maryland Blue constantly adver 
ahr your product serves as a 


reminder to buy again. 


BLUE will give your 
product Extra sales advantages .. . 


SMART, COLORFUL PACKAGES naturally appeal to the window dresser 
when he is “making up” a window—to the merchant when he is arranging 
his open displays—to the clerk who stands a few bottles near the cash 
register to stimulate extra business—and, best of all, to the consumer who 
wants modern, attractive merchandise. Which explains why products packed 
in Maryland Blue Bottles are so well thought of by retailers—so often find 
their way into displays—and gain for their manufacturers the sales success 


which many famous products packed in Maryland Blue now enjoy. 


EAD in the column at the left the ad- in which it is packed. Maryland Glass 
vertising and sales advantages of Corporation, Baltimore, Maryland. New 
Color. Then, if this matter seems to be York Representative: 270 Broadway, New 
worth investigating, we'll be glad to send York City. Pacific Coast Representative: 
samples. In requesting samples, please tell Owens-Illinois Pacific Coast Company, San 


us the nature of your product and the sizes _ Francisco. 


LA 


Br ETB 


Maryland Green Tint and Flint Bottles are of the same high quality as Maryland Blue 
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EXPECT THAT 
CREATIVE ABILITY 


ots in the Years Before 


MODERN NOTE, a new and alluring odor, 

something distinctive for that new cream, 
lotion, powder or other cosmetic! Perfumers and 
cosmetic manufacturers find time after time that 
the creative ability of Roure-Bertrand Fils and 
Justin Dupont, their artistic conception of a beau- 
tiful popular odor, has contributed materially to 


the success of their cosmetic or perfume. 


We have, in this country, a large perfume lab- 
oratory working in coordination with our interna- 


tionally-known laboratories abroad. 


A wide range of popular, beautiful odors for all 
perfumed products is available in various price 


groups. 


Individual creations have all the facilities of our 


laboratory here and our world-famous laboratories 


abroad. 


GEORGE SILVER IMPORT CO. 


351 FOURTH AVENUE . NEW YORK CITY 


{gents for: 


ROURE-BERTRAND FILS and JUSTIN DUPONT 


CHICAGO LOS ANGELES 
722 West Austin Ave. 819 Santee St., Room 622 
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FABRIQUES de LAIRE 


Paris, France—Established 1878 


EAU de COLOGNE 


is rapidly becoming the most popular toilet 
water in this country. 


Our excellent compounded bases furnish a 
delightful variety of Cologne odors. 


Send us a trial order for 


BASE pour EAU de COLOGNE COLOGNE CHYPRE 83 
COLAMBRISE (Amber Type ) COLOGNE FERNEXIA 
COLOGNE INITIALE LAVANDE 


J. MERO & BOYVEAU 


Established 1832 
with works at Grasse, Mougins and Polonghera 
offer their exquisitely blended compounded Specialties for 
making finest quality Perfumes and Toilet Waters at exceed- 
ingly moderate costs. 


EXTRAFLOR ODOROL ULTRAMAR 


These bases differ only in delicacy and strength; their dominant character 
is the same in each grade; their respective costs have been adjusted to 
prove most economical in the high, medium or lower priced perfumes. 


4 choice of more than sixty popular odors is represented, 
including such as 
“The integrity of the CHYPRE CINQ CHRISTMAS CREPUSCULE 
Ronse is reflected in the ESMERALDA  FOUGERE GARDENIA JASMIN 


quality of its products.” 


Copyright 1930 OMAR ROSE DIJON SWEET PEA YDALIA ete., ete. 


Send us your trial order 


Sole American and Canadian distributors 


Dodge & Oleott Company 


180 Variek St. New York 


Branches: Philadelphia, Boston, Chicago, 
St. Louis, Los Angeles 
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Our own productions for delivery 
direct from New York Stocks 


OIL LEMON 

OIL ORANGE SWEET 

OIL ORANGE BITTER 
OIL BERGAMOT 

OIL MANDARIN os sesnsu 


is reflected in the 


quality of its products.” 


wht 1930 
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Sole American and Canadian distributors q 
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There are two sides to the designing 


question: the artistic and the practical 


. and SAGAMOR answers both! 


Artistic talent is not enough when creating a metal case. The practi- 
eal side is also—and sometimes more—important. ¢ The members of 
our creative staff have the artistic ability and practical knowledge 
that are responsible for many of the successful products in the cos- 
metic field today. They are at your service. 


SAGAMOR METAL GOODS CORP. 


43-01 22nd STREET e L. I. CITY, N. YW. 
Telephone: STillwell 4-4820-1-2 Cables: Sagmetgo New York, A.B.C. Fifth Edition 
Chicago Office: Railway Exchange Building. Phones: HARrison 3015-3016 
COMPACT CASES @ LOOSE POWDER SIFTERS @ LIPSTICK CONTAINERS @ ROUGE CASES @ MASCARA CASES @ STAMPED METAL GOODS @ NOVELTIES 
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With the feeling that there can be no 
better evidence of the service we aim 
to render to our patrons, we enumerate 
below the outstanding firms we represent. 


English Precipitated Chalk U.S. po 
nee Light Dense 


THE ATLANTIC iano iD _— 


REFINING CO. “4 HALEDON: PATERSON- NJ. 


PHILADELPHIA -PR. | BLEACHERS & REFINERS OF BEES-WAX T H U A ‘STO n 
260 Sout roa treet 


PETROLEUM PRODUCTS White Bleached Bees-Wax 
White Minera! Oils U.S. P 
for ee use. T. L. Brand 
Techinical for cosmetic uses Extra Quality - U.S. P. 
All gravities, al’ viscositie & and 100% Pure new YO R K 
' ‘ SPECIALTIES : 
3 Gum Arabic - Gum Karaya 
um Tragacanth 
Vanilla Beans - Tonka Beans 


THE HARKNESS ) 


AND 


_ COWING CO PANY LOCKWOOD BRACKETT CO. 


| at BosTon 
cincinnati: OHIO: U-S:A MANUFACTURERS AND IMPORTERS 
"Manufactures of Steenc Add 


Castile Soap “Laco” 
aSegnesh cation Process 


Powdered - Granular - Bars 


COLGATE -PALMOLIVE -PEET CO. 


JERSEY CITY-N.J. 


Executive Offices - 105 Hudson Street 
GLYCERINE 
Chemically Pure U. S. P. - Dynamite 
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PERF Vs LION 


COLLAPSIBLE TUBES and 
BOTTLE SPRINKLER TOPS 


WHIT& METAL MFG. COMPANY 


HOBOKEN, NEW JERSEY 


CHICAGO OFFICE: CHARLES A. RINDELL, INC... 64 WEST RANDOLPH STREET 
DETROIT OFFICE: R. M. STEVENSON, DONOVAN BUILDING 
NEW YORK OFFICE: F. L. BUTZ, 393 SEVENTH AVENUE 


March, 1930 





The 


BAIDGtPORT coon 


ESTABLISHED 1909 MFG. CO 


BRIDGEPORT, CONNECTICUT ©& TEL. BRIDGEPORT 3-3125 


VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS @ JAR CAPS 


42 
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hus awkward packages have no place in a rapidly moving packaging 

world. To the fleet-footed belong the sales victories . . . to the dainty, light- 
weight, convenient carriers of modern products go the worth-while profits. 
And Kimble Glass Vials secure more than their share of sales for the 
articles they transport. 


Retempered for strain-free strength . . . light in weight... Kimble Vials 
weigh from 40 to 60% less than moulded bottles of equal capacity. They 
travel for less, cut shipping costs to a marked degree, and guarantee safety 
and sanitation right into the customer’s hands, 


Why trifle with cumbersome packages when it costs less to use Kimble 
Vials? Why accept mediocre appearances when Kimble Vials impart that 
personality and eye-appeal so necessary to win the attention of a pack- 
age-conscious public? 


Kimble Vials are available for many types of closures to fit almost any 
need. Consult Kimble FIRST.. . it’s a step toward assured sales success. 


KIMBLE GLASS COMPANY. . - VINELAND, N. J. 


NEW YORK -CHICAGO - PHILADELPHIA DETROIT*SOSTON 








43 


osolut 


gunenae 


purities « No trace 


Whatever Alcohol You Require, 
We Make The Best Of It 


Empire Distilling Corporation 
Yonkers, New York 
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Sc: its inception, the 


policy of our house has been to supply 
our clientele with products of the finest 


quality obtainable. 


We have been and are constantly alert 
to add to our list of quality offerings, 
perfume materials which are second to 


none. 


NATURAL FLOWER OILS 
TERPENELESS OILS 
FIXATIVES SPECIALTIES 


PERFUME BASES 





Compagnie Parento, Inc. 
Executive Offices and Laboratories 
CROTON-ON-HUDSON, N. Y. 

DETROIT 
SEATTLE PORTLAND, ORE. 
TORONTO 


CHICAGO 
SAN FRANCISCO 


Compagnie Parento, Limited, 73 Adelaide St., W., Toronto, Ontario, Canada 


COLOMBES, FRANCE LONDON, ENGLAND 





LOS ANGELES 
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A NEW ODOR FOR 
CREAMS 


The «Use Test” will convince you of ifs oul- 


standing odor V alue. 


LOCUST PARENTO 


This perfume oil has been created by our 
Research Laboratories after considerable 
experimentation with a number of new materials 


al our disposal. 


LOCUST PARENTO, developed over a year 
ago, has been shelf-tested during that time 
and is now offered to our clients because of its 


stability and its unique quality. 


WRITE FOR YOUR SAMPLE TODAY 


Compagnie Parento, Inc. 


Executive Offices and Laboratories 


CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT LOS ANGELES 
SAN FRANCISCO SEATTLE PORTLAND, ORE. 
TORONTO 


Compagnie Parento, Limited, 73 Adelaide St., W., Toronto, Ontario, Canada 


COLOMBES, FRANCE LONDON, ENGLAND 
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F. MN. BURT COMPANY, LTD. 


MANUFACTURERS OF FINE SET-UP PAPER BOXES 


- NEW YORK 


BUFFALO 


CANADIAN DIVISION: 


New York City Territory 


C. M. BOSCOWITZ 

H. H. BOSCOWITZ 

17 West 44th Street 
New York City 


New England Territory 


WILLIAM H. BRADFORD CO. 


702 Beacon Street 
Boston, Mass. 


DOMINION PAPER 


Representatives 


Chicago Territory 
Cc. A. HAMMOND 
919 N. Michigan Ave. 
Room 2203 
Chicago, Illinois 


Ohio Territory 


W. G. HAZEN 
P. O. Box No. 2445 
East Cleveland, Ohio 





BOX CO.,.TORONTO 


Pennsylvania Territory 
A. B. HEBELER 
P. O. Box 6308 

West Market St. Station 
Philadelphia, Pa. 


Southern Territory 


FRANK D. JACKSON 
2150 Washington Ave. 
Apartment 12, 
Memphis, Tennessee 


; . ‘ oH ns . 
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ABSOLUTELY AND WITHOUT QUESTION 
THE FINEST, MOST ECONOMICAL CAP 
EVER PRODUCED 


IMPROVED CONSTRUCTION WITH MANUFACTURING EQUIPMENT 
ENTIRELY AUTOMATIC PERMITS GREAT SAVINGS IN COSTS WHICH 
ARE REFLECTED IN OUR QUOTATIONS OF TWENTY TO THIRTY PER CENT 
BELOW REGULAR STANDARD PRICES. 


A STRONG STATEMENT 
AND THE FACTS THAT 
STAND BEHIND IT 


EP-AR 


BOSTON, MASS. 
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A thoroughly modern plant completely equipped with every up-to-date, automatic 
device for the handling of large or small orders. 

Ow customers are assured of prompt delivery and the accurate completion of contract 
shipments. 


THREADED portion cannot possibly turn independent 
of outer shell. 


Liner is positively locked in place and cannot fall out 
of shell in capping machine or become loose when in use 
by consumer. 


Tue special Kep-Ark expansion ring is locked but not 
fe and immediately adjusts itself to any glass irregu- 
arities, 


Maintains a perfect seal yet is easily unscrewed 


without excessive Friction. 


AND A MARVELOUSLY INGENIOUS 
KEP-ARK RING, WHEN ASSEMBLED 
CREATES— 

Patented No. 2,009,666 





THE KEP-ARK SINGLE CAP EQUIPMENT WILL 
START DELIVERIES IN MAY. 


A SPECIAL AUTOMATIC LITHOGRAPH COIL 
PROCESS PERMITTING A TREMENDOUS SAVING 


THE FINEST, MOST ECONOMICAL IN PRICES NOW QUOTED. 


CLOSURE EVER PRODUCED. 








BOSTON, MASS. 
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Diversity 


Many a cosmetic and pharmaceutical manu- 
facturer, through contact with Waterbury’s 
Scovill Manufacturing Company, knows in 
general this famed company’s scope in the 
manufacture of widely diversified metal prod- 
ucts. But few indeed know the full width of 
Scovill’s facilities, the great extent to which it 
is equipped to supply the many metal parts and 
products required by cosmetic, pharmaceutical 
and medical organizations. 

Illustrating Scovill’s wide field is an ethyl- 
chloride container (see cut below) known only 
professionally where it aids in administering 
anesthesia in minor operations. It is entirely 
Scovill-made. The body is a single drawn brass 
shell ; the base a second brass shell soldered into 
place. Three screw-machine products (a valve 
screw with knurled grip, a packing nut, and the 
head) complete the assembly. Scovill furnished 
the complete unit plated and polished. 


The wide range of metal-working equipment, 
the personnel, and the experience which fit 
Scovill for such specialized container manufac- 
ture may be equally adaptable to your partic- 
ular problems. Scovill’s capabilities make for 
efficient, economical results wherever quantity 
production is a factor. 


Single loose-powder vanity 


Illustrated (col. 2) is a thin, square, single 
loose-powder vanity with a snap-down cover 


MADE FROM METAL 


for the powder compartment. Made to the same 
high standards that distinguish Scovill made- 
to-order cases, it is produced on standard tools, 
which factor makes possible its production in 
moderate quantities. This vanity can be pro- 
vided with special finishes and decorative effects 
according to individual needs. 

If you use vanity cases, lipsticks, eyebrow- 
pencil containers, perfume-bottle caps or clo- 
sures in quantities, the chances are that Scovill’s 
manufacturing services can be of value to you. 
We solicit discussion of your present or future 
problems along these lines. 


To those interested in Canadian 
and foreign markets 


Scovill offers the facilities of its well-estab- 
lished Canadian plant in Toronto, Ontario, to 
those concerns interested in distributing to 
Canadian and foreign markets. 

This Toronto plant, duplicating many of 
Scovill’s United States facilities, makes possible 
volume manufacture of metal parts and prod- 
ucts in Canada; or by partial manufacture in 
the United States and final fabrication, finishing 
and assembly in Toronto, complete service on 
a wide range of parts and products can be 
provided. 

A letter to Scovill at either Waterbury or 
Toronto will bring you further information. 


SCOVILL MANUFACTURING COMPANY 


(LN 


79 Mitt Street, WATERBURY, CONNECTICUT 


Boston, Providence, New York, Philadelphia, Atlanta, Syracuse, Pittsburgh, Detroit, Chicago, 
Cincinnati, San Francisco, Los Angeles * IN CAaNapa: 334 King Street, East, Toronto, Ontario 
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Excise Taxes to Fall 


MARCH -1956 


on Trade Mark Owners 


WasHINGTON, 
March 13.—Reversal, or at least sub- 
stantial modification of the so-called 
“Charest Ruling” governing the pay- 
ment of excise taxes on bulk toilet 
preparations and private brand mer- 
chandise, will be announced in the 
very near future by the Bureau of In- 
ternal Revenue, according to statements 
by ranking officials. The new ruling 
will be issued as soon as the legal de- 
partment of the Bureau is able to put 
it into form. In any event, it is an- 
ticipated that it will be formally is- 
sued before the end of the month. 
While the text of the new ruling is 
not yet available, conversations with 
officials disclosed the fact that it would 
in almost every instance place the bur- 
den of excise tax payment on the owner 


of the brand name or trade mark under 


which the goods reach the public. 
Under the Charest ruling (No. 
11522), which has been in effect dur- 
ing the last few years, the actual fab- 
ricator of the goods was considered as 
the “manufacturer” under the meaning 
of the act, both on bulk and on private 
label merchandise. Officials point out 


that this ruling “has been abused in 
many instances” by manufacturers and 
trade mark owners and that the amount 
of tax collected under it has been much 
smaller than estimates indicated that 
it should be. They further point out 
that under the Canadian and British 
excise tax laws, the owner of brand 
name and trademark has been consid- 
ered the “manufacturer” and that the 
American law makes it quite possible 
for the Treasury Department to fol- 
low this practice. 

The new ruling, when it is handed 
down, will, it is expected, take the 
form of a Treasury Decision (T.D.), 
or a definite signed regulation, and 
will not be an informal ruling such as 
the Charest ruling. 

One of the matters which is holding 
up issuance of the order temporarily 
is the problem presented by store brand 
and syndicate store merchandise. In- 
asmuch as the profit margin on such 
material is very small and it is not 
the intention of the Bureau to destroy 
business, some method is being sought 
whereby manufacturers of such mate- 
rial can be protected under the new 


ruling. Obviously taxes assessed on the 
trademark or brand name owner of 5 
and 10-cent store merchandise would 
hardly be practicable. At the same 
time, it will be necessary to work out 
some method of determining a “fair 
market price” equitable to both the 
government and the manufacturer. 

When the new ruling is put into ef- 
fect it will NOT be retroactive. Even if 
the law permitted assessment of “back 
on this merchandise, it is not 
the intention of the Treasury to place 
an undue burden on manufacturers 
who have operated in good faith under 
the regulations and previous rulings. 
The usual notice of change of method 
will be given and the new basis of as- 
sessment will date from the issuance 
of the amended ruling. 

Placing the tax upon the brand name 
owner will materially increase the tax 
in a great many instances, especially 
on bulk and private brand goods. In 
some cases, the basis for assessment 
has been very materially less than the 
“customary wholesale price” of the 
goods. The Bureau feels, however, that 
under a properly framed and worded 
regulation, all members of the trade 
will be placed upon an equal basis as 
to the amount of tax paid and that, 


taxes” 


EARLY AMERICAN: Inspiration for the Package Designer may be found 
in the splendid collection of early American glassware at the Lyman 
Abbott Museum in New London, Com. A part of this collection has 
been effectively photographed by William Hill Field. 


while taxes will in many instances be 
increased quite materially, the entire 
set-up will be far more equitable and 
conducive of good business than has 
been the case under No. 11522. 
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Recent developments in the glass in- 


dustry indicate that a rich American 
toiletry and perfume package market 


is open to American bottle makers. 


Tue time is pro- 
pitious for domestic glassware to cap- 
italize on the steady progress of Amer- 
taking over its 
logical share of perfume and cosmetic 
bottles and jars. Delivery is difficult 
on foreign bottles; importers’ stocks 
are low; tariffs are high; conditions 
precarious. Granted that the cachet of 
a European bottle is still powerful 
enough to cause some American manu- 


ican packaging by 


facturers of perfumes and toiletries to 
soft pedal the fact that their glass pack- 
ages are made here, the essential ele- 
ment is that European design has been 
superior to ours. This situation, how- 
ever, is rapidly changing; or has in- 
deed already reversed itself. 

There are a number of indications 
that European glass manufacturers, 
faced with a local market decimated 
by the depression years, have con- 
sciously turned to America as their 
greatest potential customer. As a re- 
sult, they have consciously or uncon- 
sciously changed their styling to fit 
what they conceive to be the prefer- 
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an OPPORTUNITY 





in GLASS 


BY 





ences of the American market. In so 
doing they have very possibly lost their 
that originality and dis- 
tinction of design which demonstrably 
did please the American women in 
past years. 

Simultaneously, the American pack- 
age designers have greatly increased 


greatest asset 


their knowledge, originality and com- 
petence, not only to produce striking 
and smart designs but to utilize effec- 
tively the technical 
glass-blowing machines. Often the de- 


excellencies of 


signer has been instrumental in enrich- 
our machine technique and secur- 
results which had been considered 
impossible or impractical in the tra- 
ditions of the industry here. 
Indubitably the designer has been 
a reasonably constant headache to the 
glassmaker. It is also true that every 
manufacturing development or experi- 


ing 


oOo 
ing 


involves risk. 
Nevertheless, the combination of im- 


ment costs money and 
proved design and progressive, open- 
minded manufacturing policy are es- 
sential to the logical exploitation of 
our own domestic market for the cos- 
metic glass package. The market is a 
rich one, presenting to the glass market 
a less competitive and more profitable 
outlet than is natural in the more stand- 
ardized food, beverage and medicinal 
fields. 


Moreover, there is little opportunity 


ROY SHELDON 





for competing materials to make in- 
roads on the perfume and toiletries 
package. One-third of the bottled milk 
sold in America now reaches the con- 
sumer in paper packages. Beer has 
followed lubricating oil into tin. 
Moulded plastics have replaced glass 
in some other industries, but not im- 
portantly in the business of cosmetics. 
Therefore the market to be won is nat- 
urally the heritage of glass. It is more; 
it is the pacesetter of packaging. The 
beauty business belongs in beautiful 
bottles . . . and not less beautiful jars. 

To illustrate the precise functioning 
of this cooperation between the glass 
manufacturer and the designer, let us 
examine briefly a number of cases of 
recent occurrence. Not very long ago 
a cosmetic manufacturer prepared a 
new design of a bottle and contacted 
several glass manufacturers. He very 
much desired to produce the bottle in 
a shade of red glass. Eventually one 
glass manufacturer assured him that 
this result could be accomplished. But 
after several months of negotiations, 
during which time the manufacturer 
had completed his merchandising pro- 
gram, he was informed that he could 
have his bottle in any of the standard 
shades. None of these happened to be 
red and he purchased his bottles 
abroad in the desired shade. In other 
words, since his request was not im- 
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practical, he could have — as Henry 
Ford once said—any color as long as 
it was black. 

In contradistinction to this attitude 
when Simon de Vaulchier conceived 
the brilliant idea of the small spher- 
ical perfume bottle inverted and rest- 
ing on its cork as a base, he did not 
believe that it could be satisfactorily 
made by American machine produc- 
tion. Not very much later, however, 
Maison Jeurelle brought it forth to a 
delighted market of American women, 
and it achieved a prominent place in 
a distribution which included Saks’ 
Fifth Avenue and Liggett’s. It was a 
beautiful job, not only of design, but 
also of glass making. 

Two other stories of mass produc- 
tion domestic bottles which officially 
“could not be done” are interesting 
because they both were done and one 
involved a very large glass maker, 
and the other a rather small organi- 
zation. In both cases the point at issue 
was the sharpness of shoulders which 
could be achieved in high-speed ma- 
chine production. In both cases the 
designer, who had a considerable back- 
ground in hand-made, semi-automatic 
and automatic production, had the in- 
sistence of conviction that the job could 
be done. The salesman of one organi- 
zation almost lost the order by taking 
it upon himself to say that the bottle 
was impractical, but the situation was 
saved by a few hectic telegrams. It so 
happened that the chief designer of 
the glass company had O.K.’d the de- 
sign, and while the salesman was turn- 
ing down the order, the machines were 
producing preliminary samples with 
no trouble. The 6-ounce bottle finally 
went into mass production with a very 
low breakage coefficient and a few 
months later was duplicated in a small 
sample size. 

The other case involved not only 
“impossible” square shoulders at the 
top of a thin oval lotion bottle, but also 
an angle of about eighty degrees and 
quite sharp at the oval base. At first 
the glass manufacturer said it could 
not be done. The independent design- 
er maintained that the machines could 
do it without excessive breakage en- 
suing. In this case the cosmetician 
backed the designer by providing the 
necessary appropriation to make the 
experiment. Three weeks later cold 
mould samples of the bottle were de- 
livered and found to be entirely satis- 
factory. The glass manufacturer ad- 
mitted that the machine would produce 
this design, but insisted that the speed 


March, 1936 


of production would be only about half 
of normal. Again the designer re- 
quested that the rate of production be 
speeded up and again his confidence 
was backed by the client. A few days 
later the glass manufacturer telephoned 
that the machines were running full 
speed, and much to his surprise, the 
“impossible” bottles were coming off 
the production line without a hitch. 
These instances, which are all of ac- 
tual fact, serve to point to the sound 
mechanical and human basis for ex- 
ploiting a market which is not as yet 
a domestic one. Perhaps the most re- 
cent and convincing example is that of 
the Pinaud bottle. The entire redesign 
of the Pinaud line is based upon the 
oval hobnail lotion bottle. George 
Wilmet encountered considerable dif- 
ficulty in achieving the requisite bril- 
liance of facets in the production of 


this design. The surface decoration as 
performed in Europe produces a se- 
ries of prisms. An approximation of 
the same hobnail design in America, 
notably in liquor bottles, has resulted 
in an almost universal rounding of the 
facets and a great.loss of brilliance. 
The problem was further complicated 
by the fact that this small oval bottle, 
entirely covered with little pyramids, 
must be manufactured in a two-piece 
mould. The designer and the glass 
maker revised each other’s designs sev- 
eral times. Finally, Mr. Wilmet went 
to the glass manufacturer’s plant where 
all differences were beautifully settled, 
as you can see by even a casual inspec- 
tion of the bottle. 

It proves on any cosmetic counter 
that the time has come when American 
cosmetic packages can be, and there- 


fore should be, ““Made in America.” 





hy MAISON G. deNAVARRE 


@ DERMATOSES Handlers of oils 
and waxes often develop conditions 
varying from a folliculitis to a nodular 
growth. Paraffin pressmen develop wax 
warts on their arms or hands. Oil han- 
dlers often develop acne, and this dif- 
feres from ordinary acne in that it 
forms around the hair follicles and not 
around sebaceous glands. Then too, it 
occurs on the arms and legs, not on the 
face and back. Dye workers suffer too. 
But very few finished dyes are irritants. 
Some dyes are sensitizers while others 
give photographic effects. 


@ SUN BURN PREVENTERS This 
year will see everyone smearing them- 
selves with some kind of goo to keep 
from being fried or baked to a crisp 
when on the beach. Many of the well 
known aromatics houses are now ofler- 
ing specialty filters for this purpose. 
This is the time to do your work with 
them, and we strongly suggest that you 
buy experimental quantities, make up 
your cream, emulsion or essence, put it 
on your skin and get under the old 
quartz mercury lamp. That is the only 
way to tell, for often the spectrophoto- 
meter tests a layer of the stuff in ques- 
tion in quite a thick film as compared 
to that used on the skin. The only way 
to be sure is to get in the sun in Florida 


or California (good alibi, eh?) or un- 
der a good ultra violet lamp. 


@ INCOMPATABILITY Once while 
making a wet white for stage use, we 
noticed a decided black color develop- 
ing in the product as it stood on our 
window sill. We remade it and this 
time it stood farther in the laboratory, 
well protected from light. Some dark- 
ening was manifested, but not as much. 
This wet white was composed of bis- 
muth subnitrate, zinc oxide, kaolin, 
glycerine and water. We could not 
understand for the life of us why dark- 
ening took place except that light af- 
fected it, but after experimenting a bit 
gave it up for a lost job, since the client 
would not use a colored bottle. Now, 
come Casparis, Kampf and Mitrea, 
writing in Helv. Pharm. Acta, 10, 143, 
1935, with an interpretation of this ac- 
tion. They used the same ingredients 
except that tale replaced the kaolin. 
They say it is a two step reaction. 
Glycerin, in the presence of light, air 
and zine oxide oxidized to the corres- 
ponding aldehyde or dioxyacetone, the 
zine oxide acting as a catalyst. In the 
second step, the bismuth salt is reduced 
by the aldehyde or dioxyacetone to the 
black metallic form. Glycol and manitol 
produce the same effect. 


53 





new 
products 
__and 


— ££ 














lL 


avers 


gen 


“it PEGIAL RECOGNITION 


Parfums Weil has established a reputation for distinctive 

packages, and its latest perfume creation proves that reputa- 

tion well founded. The new perfume is called “Cassandra,” 

the name of the famous old Grecian prophetess. The bottle is 

a fine simulation of a Doric column and the stopper repre- 

sents the capital of this column with gold trim and white 

cord. The odor, however, is delightfully modern and uplift- 

ing, and has a pleasing lingering sensation. The box is in *) : 

antique gold and white. and carries out the Grecian note. It MOLDED JARS: Something entirely new in the molded container 

has curved recessed white corners with dark green pattern, group which seems to have many advantages. The inner shell is of 

and fits right over the bottle which rests on a dais base. highly resistant material said to be impervious to acid and alkali 

and the oils normally used in creams. It fits tightly into an outer 

molded shell with air space between. The outer shells are available 
in a wide variety of color combinations. A special thread seals the 
molded screw cap tightly to the completed jar. Lightness, beauty 
and hermetic sealing are the claimed advantages. 


HUDNUT: Two new additions to the Du Barry treatment line, dis 
tinctly different in their dress. The Rose Cream Mask is a pink 
cream which turns to a soft rose color when dry. The opal jar is 
quite handsome and rather unusual. The screw cap is of rose metal 
with a silver edge, and the label is in two shades of pink. A back 
label gives complete directions for use. The “Stimulating Cream” 
is also in a white opal jar with a metal screw cap and the name is 
engraved directly on the top. Front and back labels follow the same 
"” color scheme as the “Rose Cream Mask.” 
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| TUSSY: This gay little package emphasizes the trend toward 
harmonizing lips and nails which originated in Paris, and 
is called “Rhythmic Colors.” The lipstick is in a gunmetal 
case with red border around the center, and the nail polish 
in a harmonizing shade is topped with a black molded cap. 
The two products rest on a black and white base and have 
a glossy white cover with printed matter in red. 





LIGHTFOOT SCHULTZ: An attractive new package is this pine soap 

; product called “Blue Spruce.” The soap is a deep blue-green in color and 
is scented with the fresh odor of spruce. The container has a decorative 
green and gold spruce design printed on both the inside and outside of the 
hinged cover, which affords an effective counter display. 


= sae : 
¢) CHANEL: “Cuir de Russie,” a truly remarkable Russia 
r 1 Leather odor and one which should find immediate popular- 
‘ ' ‘ < s . : 
hy Mar \ L.. Goodman ity with the active outdoor woman because of its distinctive 
; sports note. The bottle is the regular Chanel container and 
is packed in a tall white box with narrow black edge. 


7 PALMOLIVE: This new shaving stick is 
wrapped in gold foil, engraved with the 
name “Palmolive,” and fits snugly into a 
moss-green plastic base. The carton is also 
in the same green, with “Palmolive” in gold 
and the other printed matter in white. 


ARDEN: These three new items are quite a departure from the regular 
Arden packages, but are none the less distinctive and attractive. The 
Eau de Cologne is in a clear glass pinch bottle with a highly polished 
metal screw cap, and the lettering is applied directly to the glass. The bath 
salts are packed in a heavy glass jar decorated with a satin lilac ribbon. 
They are delightfully scented with the fragrance of fresh lilacs and the jar 
can easily be adapted for other uses after the centents are exhausted. The 
label on the “Hand-o-Tonik” is of transparent cellulose and the bottle has 
a shaker top with a black molded screw cap. 












































AL ROSENFELD: Just an ordinary 
silver pencil clip on this “Clipstick” 
by Rolane makes this a lipstick which 
should find immediate approval with 
every woman who carries many small 
items in her purse and always has 
trouble in finding her lip rouge. This 
“Clipstick” can easily be hooked to 
the mirror pocket, keeping it clean 
and easily accessible. The case is 
black and white enamel with three 


10" bands. a IER 





























Osh A: This new compact sponsored by L. D. Wright of New 
York has a porous latex cover over the loose powder compart- 
ment. This securely prevents the leakage of any powder. The 
pores are opened by a slight pressure on the latex with the 
puff, which releases enough powder for one application. It 
is claimed that the pores of the latex will not get clogged, 
and that this material may be washed. The case is thin and 
light in weight, and enameled in the popular colors. 


CAMPANA: The new ”Dreskin” container is 
quite pleasing to the eye and convenient to 
handle. It is an octagon pinch bottle with de- 
bossed center in which the front and back 
labels are placed. These labels and the molded 
cap are in white, and the printed matter is in 
the same tone of green as the liquid, which 
gives an attractive effect. 





namely, Muguet, Rose, Jasmin, Lilac, and Violet, which are faithful 
reproductions of the flowers, and has adopted the same style of packag- 
ing as its “Gardenia de Tahiti” with variations in color accents. The 
white pebbly-surfaced box has three raised panels on the cover which 
are separated by metallic bands, and these bands, as well as the name 
of the perfume on the center panel, are in a color to harmonize with the 
name of the odor. This is a smart distinguishing feature for both the 
salesgirl and the consumer. The triple fluted bottle fits securely into 
the base of the box, and has a frosted stopper and gold metal label. 
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LENTHERIC: “Bal Masque” 
—the latest version of the 
triple perfume set sponsored 
by this house. The package 
cleverly carries out the 
name, the high round box 
showing a real carnival scene 
of costumed merrymakers in 
French blue and fuchsia. A 
blue ribbon and bow complete 
this gay and attractive pack- 
age. The troupe inside the 

container include “Miracle,” 

“Tweed” and “Gardenia” bou- 

quets, a combination which 
“Sshouid prove popular. The 
scompany is also sponsoring 
new floral odors for Spring, 
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: D. H. Morey, a prominent 
dermatologist who has been giving 
treatments at the New York Institute 
and Laboratory, is now offering his 
preparations through the department 
stores for home use. His first product 
is a “Conditioner for Hair and Scalp” 
and is packaged very conservatively 
in a tall bottle with black molded 
cap and black and white label. 


It 


BARBARA GOULD: The increasingly popular plastic cream is now a 
necessary addition to every line, and Miss Gould’s package is a very hand- 
some one indeed. The smart ivory jar, just a few tones lighter than the 
cream itself, has an attractive molded pattern, and the metal cap has a 
deep red border edged in silver. The label fits into a thin groove and is 
printed in red. The box faithfully follows the same color scheme of ivory 
and red with silver edge. 


15 

) SQUIBB: Maud Tousey Fangel, the famous baby 
artist, has painted the two beautiful baby heads 
reproduced in color on this new and enlarged tin 
of Baby Dusting Powder. The container is light 
blue and the plastic cap is a deeper shade of blue 
with the Squibb trade mark molded into the top. 
This is a very attractive package from both an ar- 
tistic and merchandising viewpoint and should 
prove a valuable item in the Squibb line. 


ARMAND: New jars by this company are of white opal with 

white metal caps. The labels are illustrated with a gray 

silhouette of the Armand Girl, and in order to distinguish 

one preparation from the other, the name of the cream is 
15 printed in a slightly different position on each label. Jar and 
*) abel designed by Martin Ullman. 


RIGAUD: We are indeed pleased to see that this fameus old house has at last 
turned modern, for its delightful perfumes certainly deserve to go to market in 
the latest fashion. The company is now featuring its popular “Un Air Embau- 
mé” in a flat round bottle with frosted sides on which the firm’s trade mark is 
molded. A frosted glass stopper and a gold metal label complete the new dress. 
The bottle fits snugly in the white and gold drop-front box, which is finished with 
narrow black edge and gold metal label. The new black and gold metal com- 
pact has a distinctive French note and also carries out the modern trend. 
Sunken portals for loose powder and rouge, scented with “Un Air Embaumé” 
are separated by a polished metal mirror. 
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IMPERIAL SALONS: The 
swivel metal container, always 
associated with the lipstick, is 
now used for a new product. 
Imperial Salons has packed its 
white eyeshadow in thin stick 
form in a handsome red and 
ivory case, with a gold base. 
Eyesiiadow in this form is easy 
to apply, but we are afraid 
that this case may be confused 
with one’s lipstick and prove 
disconcerting. Some distinguishing mark on the container would help. The 
product is particularly recommended for daytime use and to blend with 
colored eyeshadow when the latter alone is too bright. 









We have been 


checking up on this consignment busi- 
ness about which so many complaints 
have come over the editorial desk in 
the last few months. The results of the 
check ought to be of interest to every- 
one. Since they pretty well speak for 
themselves there seems to be very little 
need for any broad editorial treatment 
of the subject. 

Here are the results secured from 
284 returned questionnaires asking a 
few simple questions. About 500 let- 
ters were sent out covering every section 
of the country, every type of firm, large 
and small, and practically every type, 
grade and class of product. 

Do you ship goods on consign- 
ment? Yes 33 
No 249 
Indefinite 2 

Have you found the method sat- 
isfactory? Yes 20 
No 15] 

(Obviously many have tried it and 
abandoned it because the results were 
not good. ) 


What are its good points? 


No good points 110 
Greater number of outlets 29 
To introduce new items 16 
To control resale prices 10 


Larger stocks in the stores 5 
Good advertising 5 
Goods are on hand at first demand 3 
Establishes confidence in the seller 2 
Discourages competition by filling 


shelves 2 
To unload surplus stocks | 
Gives dealer time to sell the goods 1 
Helps to hold accounts in line l 
“Sounds ideal to any dealer” | 
Advantageous in handling excise 

tax l 
Saves freight rates ] 
What are its disadvantages? 
Indifference of the retailer 90 
Goods returned in bad condition 48 
Slow pay and difficult collections 27 
Too much credit necessary 1] 
Heavy investment in goods 10 


58 


“This Consignment Business!!” 


Too much work to check and regu- 


late 9 
Leads to disputes and claims 9 
Cheapens merchandise and hurts 

goodwill 9 
Increases distribution costs 6 
Overloads dealers . 4 
Loss through disappearance of 

dealers 2 
Difficult to get straight orders later 2 
Acts as stimulus to imposition of 

taxes ] 
Increases prices to consumers l 
Too easy to get customers l 
Lack of control of goods after 

shipment 
False stimulus to sales ] 
Forces producer to assume dealer 

functions l 
Do you think the consignment 

method generally is good for 

the industry? Yes 16 

No 226 


Many of those who answered these 
questions elaborated considerably on 
the points which seemed to them most 
pertinent. We quote from a few, se- 
lected at random. 

“We tried this for some time and 
our experience was a sad one. Nine out 
of ten spoil the merchandise (and it is 
our own fault), and not one in ten of 
the packages is sold.” 

“A man who sells on consignment is 
a criminal to business and a 3-year jail 
term is not too much for him.” 

“A manufacturer who consigns has 
either made up too much stuff or his 
product has no sales appeal.” 

“IT suggest a fair margin of profit to 
distributors, thus commanding a cash 
sale.” 

“Too many little short-credit stores 
trying to keep going cause most of 
the trouble.” 

“We are not interested in merely 
trying to transfer our goods from one 
warehouse to another not as good or 
as safe.” 

“Customer loses confidence because 
he feels good merchandise can always 
be sold on the regular terms.” 


“We are not interested in being our 


dealers’ bankers.” 

“Unprogressive dealers are the only 
ones interested in consignments and 
these we don’t want anyway.” 

“Consignments are all right if a par- 
tial payment can be had and the bal- 
ances settled regularly each month.” 

“Initial orders of new goods can 
well be shipped on consignment espe- 
cially in these times when the individ- 
ual druggist’s credit is somewhat lim- 
ited.” 

“It is the only way I know of con- 
trolling resale prices.” 

“This matter of controlling resale 
prices is the ‘bunk.’ ” 

“Legislators realize that consigned 
goods must carry a heavy mark up, 
so they think we are fair game for all 
sorts of unfair special taxes.” 

“From the sales standpoint, I should 
say “Consignment for order takers; 
outright sales for salesmen.’ ” 

“It places the manufacturer always 
at the mercy of the arrogant retailer, 
although it may place some goods on 
the shelf, where they usually remain.” 

“You put your goods on the shelf 
and there they stay, or, maybe, when 
you call back the store is vacant.” 

“Buyers are being coddled too much 
already.” 

Under the circumstances it seems 
hardly necessary to state the argument 
from economic theory. Nor do we quite 
understand why this practice should 
appear to be on the increase again. 
Practically 90 per cent of the industry 
seem to be against it. Nearly 50 per 
cent state that they can find nothing 
good in it. Isn’t it about time the re- 
maining few wake up to the real situ- 


ation ? 
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How Long is a LONG LINE? 


by W. A. MeDermid 


Tuis is a harder 
question than the old-timer about a 
piece of string. 

Even the term “long line” lacks 
definition. But as a rough working basis 
let us say that in the toilet goods and 
the cosmetic field, a “short” line has 
from one to ten or fifteen items, and a 
line runs from the hundreds 
into the thousands, with a twilight zone 
somewhere in between. 


“long” 


It can broadly be stated that in gen- 
eral long lines in any industry are too 
long for the best and most profitable 
operation. 

The trouble with any dogmatic state- 
ment about a subject as controversial 
as this is that there are so many excep- 
tions as to make it largely a matter of 
individual cases. 

In that very fact lies the nearest ap- 
proach to a solution of the problem. 

In one breath it can be stated that 
“long line” selling is a commercial 
necessity. 
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In the next breath it can be said that 
it is financial suicide. 

And enough examples can be cited 
in support of each of these statements 
to be completely bewildering. 

It is safe to say that a line of 1300 
items listed by a certain cosmetic house 
is just plain damphoolishness. 

But the problem is as to whether 50 
or 100 or 500 or 900 or some other 
figure is profitably and commercially 
sound. 

The same problem exists in other 
industries, namely, to determine the 
size limits of a profitable line. 
stated without 
that in any long line 


One thing may be 
qualification 
there are many items that not only rep- 
resent a loss, by and of themselves, but 
which indirectly, because of the man- 
agement problems they create, cut into 
net profits. 

Once in a while there is an item of 
which this is but which for 
“policy” reasons deserves to be kept 
in the line. Such an item is rare—far 
rarer than most makers think. It is that 
item for which there is no effective sub- 
stitute. The ability of a manufacturer 


true, 


to furnish it, even at a substantial loss, 
gives that house a prestige and a volume 
of business that make such an item a 
super-salesman and a notable builder 
of goodwill. 

Items of this kind are principally to 
be found in technical equipment, hard- 
ware, engineering and pharmaceutical 
lines. It might be very difficult to cite 
one in the cosmetic and toilet goods 
field that actually justifies its existence. 

\ few examples from other indus- 
tries may not be irrelevant, not only to 
show that the problem is not exclusive 
to toilet goods (although this field is 
one of the worst offenders) but also 
because in other fields great strides 
have been taken to correct the trouble. 
The identities of the companies have 
of necessity been disguised. 

A cotton converter had more than 
600 patterns in one of four lines of 
merchandise, with five to seven colors 
in each pattern, and in four price 
ranges. The entire output, as a whole, 
sold at a loss. 

A competitor never showed in any 
one season more than 25 patterns, in 
five colors, and occasionally in three 
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colors. This is one of the most profit- 
able companies, in relation to capital 
and volume, in the industry. 

In the catalog of a maker of ma- 
chinery, there were ten or twelve well 
illustrated pages devoted to a line of 
small hand tools. Analysis, item by 
item, showed that the total annual sales 
of these tools was not much more than 
enough to pay the cost of cataloging 
them. They had been carried in the line 
for nearly thirty years and it could not 
be discovered that at any time had the 
line sold in any great volume. After the 
most patient investigation, the only rea- 
son given for retaining them was, “We 
have always had them in the line.” 

It was determined that it would be 
a real economy to give the inventory, 
tools, dies, fixtures and everything to 
a company specializing in that line. 
In fact, it would have paid to offer the 
other company a bonus to take them. 

There is a company in the cosmetic 
industry that catalogs more than 2200 
items. There isn’t an employee in the 
company that knows what quite a lot 
of them are good for. Some of the items 
have lain, in substantial amounts, 
covered with dust and untouched for 
years. There are six items in the line 
that sell in substantial and profitable 
volume. 


Forgotten Sentries 


Surely this tells a 
clear story of a “long line” gone crazy. 
During the World War an officer 
drawn from civilian life was stationed 
at the British War Office. Apparently 
he had an inquiring rather than a rou- 
line military mind, because he was in- 
terested to note that a sentry, regularly 
relieved, was pbdsted near a corner in a 
corridor for no apparent reason. The 
sentry didn’t know why. Neither did 
the officer of the day. 

It finally developed after patient in- 
quiry, that eight years before, the corri- 
dor had been painted and the wife of 
a staff officer had gotten paint on her 
coat. A sentry was posted to prevent a 
repetition of the accident. 

But no one remembered to dismiss 
the sentry when the paint was dry. 

How many items in the average line 
in the toilet goods field are “forgotten 
sentries” ? 

And what are they doing to the net 
profit of the industry? 

The answer to both is “Plenty.” The 
solution in each individual case is not 


SO easy. 
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The problem of the manufacturer 
with one, two or three items is fre- 
quently a serious one, even if they are 
good sellers, well established and well 
advertised. He cannot maintain a large 
sales force nor get adequate specialty 
selling done. Yet there is one fifty year 
old company in the toilet goods field 
that has done and will continue to do 
a fine, stable, highly profitable business 
on three items (all the time recognizing 
the handicaps that the shortness of the 
line imposes). 

Any reader in the industry can think 
of other examples of successful “short” 
lines. 


Manufacturers’ Problems 

There are, however, 
other and more serious problems for 
the maker of the long line, some of 
which are so indirect, or so buried in 
improper accounting or loose inven- 
tory controls, as to be frequently over- 
looked or forgotten. 

These include the cost of handling, 
charges on investment, high produc- 
tion cost, high cost of selling, loss of 
volume on profitable items, delay in 
covering sales territory, and others. 

The buyer and his attitude are too 
little taken into account. He is recep- 
tive to new names, new lines, new pro- 
motion efforts, when they are well con- 
ceived and appeal to his merchandis- 
ing sense. 

Naturally he buys those well estab- 
lished items on which he knows he has 
a steady sale. New promotions on those 
lines are also welcome. 

But there is a definite resistance to 
the continual addition of items to an 
already long line that appears only to 
be “sleigh-riding” on the reputation of 
its leaders. 

His shelves are filled with broken 
lines, slow moving times, some that 
have not moved at all. 

The same amount of effort that is 
now devoted to attempting to push new 
items, if applied to the leaders, would 
strengthen materially the position of 
most manufacturers of long lines with 
their retail and wholesale distributors. 

Consumers as a whole are willing to 
try anything once. They “go for” new 
items when these have a special appeal, 
either of novelty, or purpose, or pack- 
age or others. In the same manner they 
will accept a new item in a line that 
they know, up to a certain point. 

But that willingness has been grossly 
abused. Most flagrantly, it has been in 
the direction of too many “special pur- 





pose” products. When a line includes, 
for example, from five to seven “special 
purpose” creams, the retail salesperson 
doesn’t know how to sell them, the con- 
sumer can’t remember what it is all 
about, and frequently both are true of 
the manufacturer’s sales force. 

The salesman gets most of the blame 
for failure of new items to sell in vol- 
ume. Look at it from his standpoint for 
a minute. 

He knows, sometimes better than his 
boss appears to, that the success of the 
company depends on full stocks of 
the important items constantly main- 
tained in every logical outlet in his 
territory. 

He knows that his own livelihood 
depends on volume, distribution, and 
turnover, and that he will be out of a 
job if he doesn’t get them. 

Further, he knows that he has to 
move fast; that he has plenty of com- 
petition; that buyers have little time 
for each salesman. 

By the time the real cash-in-the-bank 
items are on his order book, the best 
he can hope to do is to try to please the 
boss by giving the new items the best 
presentation he can in the short time 
he has left. 

With lines that range from 200 to 
3000 items, figure it out for yourself. 

There is sometimes a peculiar twist 
to the attitude of the manufacturer, 
whereby he will congratulate a sales- 
man on selling a few dozen of his latest 
pet new item, at the cost of hours of 
time in which several gross of fast- 
moving, popular, profitable items can 
be sold. 

It would require twice the space of 
this just to outline the various methods 
that have been tried with varying suc- 
cess to lick the profitless burden or dif- 
ficult sales problem of carrying long 
lines, including such plans as special- 
ization by market, separate 
forces, arbitrary reductions 


sales 
in num- 
bers, etc. 

None of them represents a formula 


or a panacea. 


Approach to Correct Policy 
There is, however, a 
sound approach to the correct policy. 
It calls for an analysis of the most 
painstaking and impersonal character. 
When a manufacturer finally makes 
up his mind that a major operation is 
needed, he must forget his prejudices 
-his belief in the future of some of 
his pets—and get down to the cold 
facts. It is partly an accounting job: 
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partly a merchandising study. It is 
drudgery. It involves a ruthlessness 
that cuts deep at times. 

After going through one of these in- 
vestigations, one feels like the cruellest 
stepfather that.ever disgraced a fairy 
tale. 

But it means added dividends and a 
new spirit of freedom throughout the 
business. 

This is the authentic tale of a cos- 
metic manufacturer who marked as a 
“close out” (although at a profit) an 
item that had been a very slow mover 
for years. 

His brilliant, highly trained and well 
paid sales force cleaned up the inven- 
tory with neatness and dispatch, build- 
ing excellent trade goodwill with it. 

Then one of his division managers 
telephoned headquarters urging that a 
new supply be made up. He 
promptly summoned to the home office, 
presented his case, and after some argu- 
ment secured for the sales force a sub- 
stantial quantity, also at the “close out” 
price, which moved readily. 


was 


Here was a clear case of inadequate 
analysis. The item as originally offered 
was conspicuously overpriced. The ap- 
peal to the bargain instinct of buyer 
and consumer fixed its normal price 
level. 

But the item had been a “headache” 

a source of expense and trouble to 
all concerned for years before. What it 
cost to carry, before it found its price 
level, no one knows because no accu- 
rate record existed, but there is reason 
to believe that the item showed a net 
loss for several years after it had be- 
come a good seller. 


Sales Curve Method 


One of the most suc- 
cessful companies in a field in which 
style changes and design are of prime 
importance, and with very long lines 
in four or five classes of products, had 
this problem solved in a sound and 
scientific way. 

For every style or design there was 
a sales curve, corrected daily on the 
basis of orders received. 

If at the end of a definite period 
(differing for certain items), the rate 
of sale had not reached a certain point, 
that item was ruthlessly withdrawn, 
regardless of any prejudice or belief 
in its favor, and sold as a “close out” 
on the best possible terms and without 
delay. 

In the case of a live and quick sell- 
ing item, the sales curve was watched 
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until it began to turn down from its 
peak. 

In most companies in the industry, 
this is the danger point. They hold the 
item in the line in the face of steadily 
declining sales (usually at descending 
prices). 

Not so with the company in question. 
Once the item was definitely on the 
down-grade, it became a “close out” 
and was moved quickly at the best 
obtainable price. 

Competition never understood— 
probably does not fully to this day 
the philosophy on which this gigantic 
inventory was operated. 

But the company cut its losses 
quickly, and never stayed with a dying 
line in the face of profitless competi- 
tion. While competitors were fighting 
at a loss for the remains of the market 
for a former winner, this company was 
skimming the cream of the profits on 
a new one. 

In spite of a lot of ill-informed talk 
about the profits of the middleman, the 
jobbing business is not and has not 
been for years profitable in proportion 
to investment and service rendered. 

Here and there, however, there has 
been a wholesaler, in hardware, elec- 
trical and other lines, who has decided 
that he is not in business just to break 
and has 
thrown out duplicated lines and items, 


even or lose money, who 
unnecessary price ranges, odd _ sizes, 
and the like, reduced inventory and in- 
vestment, and cleaned out the “dead 
horses.” He has concentrated on items 
in fair demand, especially those backed 
by adequate trade paper and other 
periodical advertising and by store 
promotion. 

Well, it has cost him some business 

but the biggest fallacy in business is 
the assumption that any order is worth 
what it costs to take and handle—and 
his new net profits have taught him 
something about the danger of long 
lines. ; 

This approach to the problem has 
been recommended by professional 
consultants for years. It is growing in 
acceptance among manufacturers and 
wholesalers in many lines. 

Has the time come when the toilet 
goods industry is ready to look at itself 
in the mirror and decide that the time 
has come to clean out the attic and get 
the rubbish out of the cellar? 

This takes courage—but courage be- 
comes recklessness unless the reason 
for the decision is in each case based 
on accurate analysis of all the facts. 


MARKED RECOVERY IN 
SOAP EXPORTS 

American soap exports touched the 
lowest level recorded in recent years 
during 1934, but recovered substan- 
tially in 1935, increasing 15 per cent 
in quantity and 22 per cent in value, 
according to C. C. Concannon, Chief 
of the Commerce Department’s Chemi- 
cal Division. 

Total exports of all classes of soaps 
from the United States aggregated 27,- 
120,000 pounds, valued at $2,583,600, 
in 1935, compared with 23,541,000 
pounds, valued at $2,108,400, for the 
preceding year. Practically every type 
of soap entering into export trade dur- 
ing 1935 shared in the gain, particu- 
larly toilet soaps of the better grades, 
and American soap of one kind or an- 
other was sold to every country of 
the world during the year, analysis of 
statistics shows. 

Shipments of toilet or fancy soaps 
to foreign countries aggregated 7,636,- 
500 pounds, valued at $1,073,400, in 
1935, compared with 5,324,000 pounds, 
valued at $773,500, during the preced- 
ing year. Exports of laundry soaps 
changed but little in quantity during 
the year, remaining at a little more 
than 12,000,000 pounds, but the value 
received increased about $38,000 over 
the 1934 figure to a total of $635,600 
for the year. Shipments of other types 
of soaps to foreign markets in 1935 
included medicated, $143,000; pow- 
dered and flaked, $102,700; shaving 
soaps and creams, $237,600; and scour- 
ing soaps, $251,700, it was stated. 

Canada is our outstanding foreign 
market for soaps, followed in order of 
importance by the Philippine Islands, 
British India, Panama, China, Haiti, 
and South Africa. The Philippine 
Islands, British India and Panama are 
outstanding as customers for American 
toilet soaps, and Canada, Haiti, and 
Dominican Republic are our largest 
foreign outlets for laundry soaps, ac- 
cording to the Commerce Department. 


BRAZILIAN SOAP FACTORIES 


There are 298 soap factories in 
Brazil, according to a Brazilian trade 
journal (Jornal do Commercio of 
January 9, 1936). The State of Sao 
Paulo leads with 124 factories, fol- 
lowed by Rio Grande do Sul with 40, 
Federal District with 24 and Bahia 
with 22. The remainder is divided 
among 15 other states. (Assistant 
Trade Commissioner Aldene A. Bar- 
rington, Rio de Janeiro.) 
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Of all the pine 
needle oils, this is undoubtedly the 
most beautiful because, like a finished 
perfume, it resembles the true scent of 
the fragrant Tyrolean pine forests. 
Therefore, oil of the silver pine (Abies 
alba Mill.) (Abies pectinata, DC.) is 
a most interesting and valuable oil, 
which, however, recently has 
found the true appreciation and ever- 
increasing application it really de- 
serves. Its moderate price permits its 


only 


use in all kinds of toilet preparations. 

Silver pine needle gil is produced 
in the following regions: 

(1) In Yugoslavia, particularly in 
Carniola with Logatec and Cerknica 
as centers. About 4000 kilos of oil 
are produced as a yearly average in 
Yugoslavia. 

(2) In Tyrol, particularly around 
Thal-Assling where yearly about 500 
kilos of oil are distilled. 

(3) In the Black Forest of Germany, 
especially around Freudenstadt. There 


Scene in the Silver 
Pine District 


TYROLEAN 


ILS 


DR. ERNEST GUENTHER, Chief Research Chemist for Fritzsche Bros., Inc., 


discusses in this installment the properties of the needle and cone oils 


derived from the Silver Pine (Abies alba). 


the average yearly oil production might 
be estimated as amounting to about 
1000 kilos. 
(4) Formerly some silver pine 
needle oil (about 50 kilos a year) was 
distilled in Lower Austria, 
especially around Neu Leng- 
bach, but lately production 
in these sections has practi- 
cally been discontinued. 
The distillation of silver 
pine needle oil is carried out 
all year around, particular- 
ly so in Yugoslavia. If, dur- 
ing winter, deep snow pro- 
hibits collecting of twig and 
needle material, the accumu- 
lated stocks of raw material 
are worked up. The plant 
material is usually obtained 
when trees are cut; the ends 
of the branches with at- 
tached needles are then 
chopped off from the felled 
trees and made up into 
bundles of about one hun- 
dred pounds. These bun- 
dles are tied with hemp rope, 


wire, or with vine growing in the 
forests. Then the material is trans- 
ported to the nearest distillation 
point in ox-carts (Yugoslavia) or in 
horse-drawn wagons (Tyrol), or by 
sliding the bundles down from the hill- 
tops on long wire cables as we have 
described previously. 

One laborer can cut and bundle 
about 400 to 900 kilos of raw material 
per day. In Yugoslavia he will there- 
by earn about 70 dinars (about $1.60), 
and in Austria 7 to 8 schillings (about 
$1.30 to $1.50). Usually there is no 
evaluation placed on the raw material 
and only the labor of cutting is paid 
for. The woods where the silver pine 
trees are cut are mostly owned by in- 
dividual farmers and in Yugoslavia by 
landed proprietors. Felled trees are 
replaced by replanting or by natural 
regrowth. A tree should be from sixty 
to seventy years old before it is cut, 
depending upon conditions of climate, 
soil and altitude. Before being dis- 
tilled the plant material is chopped up 
in special cutters which helps to in- 
crease the yield of oil and shortens 
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length of distillation. Distillation of 
dry plant material lasts about five 
hours per batch; wet plant material 
requires six hours, especially in the 
winter. Length of distillation also de- 
pends upon the condition of the fuel, 
i.e., upon the wet or dry state of the 
exhausted plant material. During the 
winter particularly, the exhausted 
plant material, after it has been dis- 
charged from the still, cannot always 
completely dry out. 

One thousand kilos of raw material 
yield about 2.5 to 3 kilos of silver pine 
needle oil. During the winter, espe- 
cially when the raw material is wet, 
the yield of oil is naturally lower. A 
very poor yield is obtained in spring 
because at that period the tips of the 
branches sprout and the water content 
is high. 


Chemical Constitution: 

The constitution of 
oil of Abies alba was investigated pri- 
marily by Bertram and Walbaum', who 
found the following constituents: 


l-a-pinene 

1-limonene 

l-bornyl acetate 

A sesquiterpene not yet fully iden- 
tified. 


Furthermore, there was established 
the presence of :* 
lauric aldehyde 
decylic aldehyde 
According to O. Aschan*, santene 
(CyH,4) is also present in this oil. 





A Splendid Specimen 
of the Silver Pine 
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Where Silver Pine Oils Are Distilled 


According to Gildemeister & Hoff- 
mann‘ the specific gravity varies ac- 


Between 0.867 
of Upper and 


Specific Gravity at 15° C: 


cording to origin. 


and 0.875 for Tyrolean and Swiss Oils. 


The following lim- 
its are given: 


Oils 
Lower Austria are frequently heavier, rang- 


ing up to 0.886. 


Optical Rotation ap: 34 to —60°, 


only very seldom up to —64°. Such oils 


probably contain added templin oil. 


1.473 to 1.476. 
Mostly none or 
1.5 to 11%. 


Soluble in 


Refractive Index ny 2° ¢: 
Acid Value: 

Bornyl Acetate Content: 
Solubility: 


4 to 


up to 2.0. 


7 volumes of 90% alcohol, sometimes with 


slight turbidity. 


Boiling Range: 

8% of the oil distills below 170°C. 

55%  distills 170° and 
185°C. 

Above this temperature decomposi- 
tion takes place. 


between 


These specifications should be modi- 
fied. According to authentic informa- 
tion given by actual producers, a change 
seems to have taken place during the 
last few years in the boiling range of 
genuine oils of Abies alba. Whereas in 
past years silver pine needle oil did 
have a boiling range such as indicated 
by Gildemeister & Hoffmann, in late 
years about 40 per cent and even more 
distills below 170°. A genuine Yugo- 
slavian silver pine needle oil, for in- 


. Eastern Tyrol 
Specific Gravity at 
15° €: 0.879 
Optical Rotation a): —57° 45’ 
Refractive Index np 
20%! 1.4753 
Ester Value: 24.3=8.5% Bornyl 
Acetate 
Ester Value after 
Acetylation: 33.7=9.51% Total 
Borneol 
Free Alcohol Con- 
tent (calculated as 
Borneol) : 2.4% 
Solubility: Soluble in six vol- 
umes and more 


of 90% alcohol 


stance, had the following boiling 


range: 


Up to 165° C. 25% 
165° to 170° C 23% 
ie to lm ¢ 12% 
175° to 180° C. 6% 
180° to 185° C. 5% 
185° to 190° C 3% 
190° to 195° ¢ 2% 


Above 195° C. (decomposition products 
and residue) 24% 


Just what factors are responsible for 
this change in the boiling range of pure 
oils is not clear since the same raw 
material has been employed for many 
years. Neither has the method of dis- 
tillation undergone any modification. 

Three genuine oils, distillation of 
which the writer had occasion to super- 
vise, showed the following properties: 


Northern Tyrol Yugoslavia 
0.880 0.875 
45° 17’ 59° 1’ 
1.4736 1.4744 
21.6=7.5% Bornyl 19.0=6.65% Bornyl 
Acetate Acetate 
31.2=8.8% Total 29=8.15% Total 
Borneol Borneol 
2.9% 2.75% 
Soluble in eight Soluble in seven 
volumes of 90% volumes of 90% 


alcohol with very 
slight turbidity 


alcohol with very 
slight turbidity 





Boiling Range: 


Up to 165° C. 18.0% 
165° to 170° C. 22.8% 
170° to 175° C. 14.4% 
175° to 180° C. 13.6% 
180° to 185° C. 6.0% 
185° to 190° C. 5.6% 
190° to 195° C. 2.4% 
Above 195° C. (decomposition 
products and residue) 17.2% 


Shipments of genuine oils received 
during the last few years ranged be- 
tween the following limits: 

Specific Gravity at 15° C: 

Optical Rotation: 

Refractive Index ny 2° ¢: 

Ester Content calculated as Bornyl Acetate: 
Solubility: 


Adulteration: 

Unfortunately, adul- 
teration of silver pine needle oil is 
encountered quite frequently and is 
done usually by adding fractions of 
l-limonene, oil of steam distilled white 
pine, terpenes of Siberian pine needle 
oils and fractions of l-rotating turpen- 
tine oils. By skillfully “arranging” the 
chemical and physical properties it is 
possible to meet the constants of pure 
oils. However, the odor value of true 
silver pine needle oil is obviously there- 
by destroyed. This is to be regretted 
because the slight price gain achieved 
by adulteration certainly can never 
counterbalance the inevitable loss in 
perfume value. 


Application: 

Oil of Abies alba 
can be used to great advantage in all 
kinds of pine needle preparations such 
as bath salts, bath balsams, bath tab- 
lets, room sprays, theater sprays, all 
kinds of medicinal preparations em- 
ployed for healing and disinfecting. In 
conjunction with other oils, oil of sil- 
ver pine can be blended into eau de 
Cologne, lavender water and perfumes 
of the chypre type. 

Silver pine needle oils are used on 
the Continent for inhaling in the treat- 
ment of colds, catarrh and asthma. 
They are employed for massaging in 
cases of rheumatism and gout. Cough 
drops are sometimes flavored with sil- 
ver pine needle oils. The oil has al- 
ways enjoyed wide popularity on the 
Continent. Lately England has devel- 
oped a great number of cosmetics and 
medicinal preparations in which silver 
pine needle oil is increasingly em- 
ployed. In the United States this very 
fine oil is rapidly finding friends. 
Like all pine needle oils, silver pine 
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28.4% 20.0% 
26.0% 18.0% 
8.4% 21.6% 
7.2% 12.0% 
3.6% 8.0% 
3.0% 1.5% 
2.8% 2.5% 
20.6% 23.4% 


0.873 to 0.875. 

41° 8’ to —47° 34’. 
1.4740 to 1.4749. 
5.2% to 7.25 


Soluble in 5 volumes and more of 90% 


7o. 
alcohol. 


needle oil is rather volatile and needs 
appropriate fixation. This can be 
achieved by blending it, for instance, 
with absolute of labdanum as made by 
volatile solvent extraction of Cistus 
ladaniferus. Absolute of labdanum has 
a very sweet note which is character- 
istic of the fragrance of southern pine 
forests. Therefore, oil of silver pine 
needles and labdanum absolute blend 
very beautifully and give notes truly 
reminiscent of fragrant pine woods. 


Silver Pine Cone Oil— 
Templin Oil 

The ripe cones of 
the silver pine tree upon steam distilla- 
tion yield an essential oil, which, in 
conjunction with other pine needle oils, 
is used for perfuming all kinds of 
toilet preparations. 

The main producing regions are in 
Switzerland (Berner-Oberland), in the 
Black Forest, Germany (around Freu- 
denstadt), in Tyrol (especially in the 
Puster Valley), and in Yugoslavia in 
all those sections where the oil of sil- 
ver pine needles is produced. 

Total production of this oil, which 
is also called oil of templin, amounts 
normally to about 5000 to 6000 kilos 
per year, but lately has been lower. 
Production in 1935 was only about 300 
kilos. Cones one-year old serve for dis- 
tillation, but since the silver pine trees 
do not produce ripe cones every year 
the cone supply is irregular. The cones 
are harvested at the end of August and 
the beginning of September and are 
usually distilled the following month. 

In collecting cones the harvesters 
climb up the trees on ladders and 
carry down the cones in sacks. The 
forest proprietors or the harvest off- 
cials have to give permission to collect 
the cones. The harvesting is usually 


free; sometimes a little money is paid 
for the material. For a good day’s 
work the harvesters earn six to seven 
schillings ($1.20 to $1.40). Since the 
distilleries are located in the woods, 
the plant material does not have to be 
transported very far. 

The essential oil is contained in the 
seed within the cones and this seed is 
surrounded by a tough skin. In order 
to increase the yield of oil, in Switzer- 
land the whole cones are crushed with 
wooden hammers and the material dis- 
tilled by boiling in water in small stills 
heated by direct fire. In Tyrol, the 
cones are broken up in machines, care 
being taken that the seed is also crushed 
so that the oil is liberated. Contrary 
to the direct fire distillation applied 
in Switzerland, the cones in Tyrol are 
steam distilled. 

In Switzerland, 60 kilos of cone ma- 
terial yield about 400 grams of oil. In 
Tyrol, the yield amounts to about | 
Distillation in Tyrol lasts 
from five to six hours; in Switzerland, 


per cent. 


less time is required. 

It might be mentioned that the temp- 
lin oils distilled in Yugoslavia differ 
somewhat in odor from the oils pro- 
duced in Switzerland, Tyrol or the 
Black Forest of Germany. This varia- 
tion is probably caused by climatic 
conditions. 


Chemical Constitution: 

The oil was inves- 
tigated by Wallach®, Bertram and Wal- 
baum® and by the Schimmel chemists‘. 
The following constituents have been 
found: 

l-limonene 

|-a-pinene 

bornyl acetate 

An alcohol boiling between 190 and 197 
(specific gravity: 0.9013) 


A sesquiterpene not yet identified. 


Chemical and Physical 
Properties: 

According to Gilde- 
meister & Hoffmann® this oil has the 
properties shown in Table I and the 
following boiling range: 

Boiling Range: 
11% distills between 150 to 170°C. 
37% 0 P 170 to 185°C. 


Above this temperature 
takes place. 


decomposition 


Four oils of absolute purity show- 
ed the properties and boiling ranges 
shown in Tables II and III. 

Shipments of genuine oils which we 
received during the last few years 
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ranged between the properties shown 


in Table IV. 


Application: 

Templin oil is never 
used alone in*toilet preparations, but 
always in conjunction with other pine 


Table I 


Specific Gravity at 15° C.: 


Optical Rotation a): 60° to 


0.851 to 0.870. 
84° 


(oils from Thuringia sometimes show a 


lower rotation). 


Refractive Index np 2° ¢: 
Bornyl Acetate Content: 
Solubility: 


0 to 6% 


1.472 to 1.475 


‘learly soluble in 5 to 8 volumes o % alcohol; seldom 
Clearly solubl to 8 vol £ 90% alcohol ld 


with slight turbidity. 


Table Il 
Tyrol Yugoslavia Switzerland Black Forest 
Specific Gravity at 15 
G: 0.858 0.859 0.860 0.860 
Optical Rotation a): 1. CUS 76° 35’ 77° 18’ as: 
Refractive Index ny 2° ¢: 1.4732 1.4733 1.4733 1.4732 
Ester Value: 9.1 = 2.5% Bornyl 5.2 = 1.9% Bornyl 7.2 = 2.5% Bornyl 1.2=1.6% Bornyl Acetate 
Acetate Acetate Acetate 
Ester Value after Acetyla- 
tion: 24.0 = 6.7% Total 15.7 = 4.3% Total 20.2 = 5.6% Total 16.6=4.6% Total Borneol 
Borneol Borneol Borneol 
Free Alcohol Content 
(calculated as Borneol) : 1.2% 2.9% 3.6% 3.4% 
Solubility: Soluble in 8 volumes Soluble in 8 volumes  Turbid in 90% alcohol Turbid in 90% alcohol 
of 90% alcohol with of 90% alcohol with 
turbidity turbidity 
oils. Its odor is somewhat reminiscent Table Ill 
of steam distilled orange or lemon oils. Boiling Range: Tyrol Yugoslavia Switzerland Black Forest 
The oil must be stored carefully and 145° to 150° C. 1.1% 0.7% 
protected against access of air because upto 0.8% 
un pet t e im uence of light am air it 150° to 155° ( 6.0% 25% 2.5% 5.2% 
easily oxidizes and polymerizes. 155° to 160° ¢ 5.5% 3.5% 3.5% 2.0% 
160° to 165° ¢ 12.5% 5.5% 6.5% 4.4% 
xs * 5 we C 12.5% 27.0% 15.3% 12.8% 
Silver Pine Balsam 165 to 170 C. aah i on x 
. 170° to 175° C. 27.5% 30.0% 26.7% 41.6% 
About sixty or sev- 175° to 180° C 14.5% 14.0% 28.7% 17.2% 
enty years ago the so-called “Strass- 180° to 185° ¢ 8.5% 6.0% 7.0% 6.4% 
burger Turpentine” was a regular prod- 185° to 190° C. 0.6% 0.8% 2.6% 1.2% 
5 . f € P : ac o 
uct of commerce. Today this no longer Above 0" GC. (decom 
ere Wn tales eae teat al - position products and 
er hander terergr’-ragr residue) 11.3% 10.0% 6.4% 9.2% 
in the surface of the bark of Abies alba . 
Table IV 


Mill. in the form of droplets and bub- 
bles. These droplets are carefully 
picked with needles and subsequently 
squeezed out by hand. Upon filtration, 
the balsam is obtained in pure form. 
It is used quite widely by the peasants 
of the producing region as a remedy 
for all kinds of diseases such as rheu- 
matism, gout, colds, coughs, etc. 

The light color of the balsam to- 
gether with its fine aroma and heavy 
consistency recommends its application 
as a fixative in perfumes, particularly 
for the fixation of all kinds of pine 
needle oils which otherwise are quite 
volatile. 

A pure balsam had the following 
chemical properties: 


Specific Gravity at 15° C. 0.988 
Optical Rotation + 3° 4’ 
Refractive Index ny 2° ¢:! 1.5160 
Acid Value 72.8 
Saponification Value 83.1 


"Arch. der Pharm. 231 (1893), 291. 


* Bericht von Schimmel & Company, April 
1904, 48. 
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Specific Gravity at 15° C: 
Optical Rotation: 
Refractive Index nj 2° ¢: 
Ester Content 
tate: 
Solubility: 


calculated as 


Bornyl A 


‘Berichte der deutsch. Chem. Gesell. 40 
(1907), 4919. 

*“Die Atherischen Ole,” 
Volume II, 176. 


°Liebigs Annalen 227 


Third 


Edition, 


(1885), 287. 


0.857 to 0.873 
70° 50’ to —78° 48’ 
1.4737 to 1.4758 


0.3 to 3.9% 

Soluble in 5 and volumes of 90% 
alcohol, to turbid in 10 volumes of 90% 
alcohol 


more 


“Arch. der Pharm. 231 (1893), 293. 


‘Bericht von Schimmel & Co., April, 
1909, 47. 
* Loc. cit., 177. 


TURTLE OIL IN COSMETICS 


Turtle oil has recently come into 
use for preparations, its 
action being reputed to be noticeably 
astringent. In the past, according to 
The Oil and Colour Trades Journal, 
London, this use was restricted by the 
objectionable odor of the crude oil, 
but recently refined oils have been 
marketed having but a faint odor and 
one which is readily marked. These re- 


cosmetic 


fined oils vary from light yellow semi- 
fluid oils to golden yellow oils of but- 
ter-like consistency. Most commercial 
oil comes from the giant sea turtles, 
which vary from 250 to 700 years old 
when used. Only one variety of oil 
(the South African) has any real mar- 
ket in England, and it is on this type 
that most of the experimental work 
was done. 
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Injunctions and 
The Maine Law 


The suit of Bourjois to enjoin 
health officials in the State of 
Maine from enforcing the pro- 
visions of the Cosmetic Act has failed. The Court did noi 
pass on the merits of the controversy and made no deter- 
mination of the constitutionality of the act at all. It merely 
decided that no injunction should issue because no show- 
ing of interference or damage to interstate commerce had 
been proven. Steps are now being taken to bring evidence 
on this point to the Court’s attention. 

Thus far no great effort has been made by the state 
ofiicials to enforce the act. In fact, they have purposely 
refrained from starting their enforcement campaign until 
this case had passed through judicial channels. It is highly 
probable that enforcement will be started now or as soon 
as the officials can complete plans for it. 

Meanwhi'e the Toilet Goods Association has urged and 
continues to urge all manufacturers to refrain from regis- 
tering their products under the act or in any way complying 
with its provisions. If the effort is to show interference by 
the act with interstate commerce, such advice may be logi- 
cal. We cannot, however, join in such a method of securing 
an adverse decision or possible repeal of the act. We be- 
lieve it is poor advice to urge those affected to disobey or 
ignore any law. Surely interference with interstate com- 
merce can be shown much better in other ways. And if the 
effort is merely to defeat the purpose of the act by failure 
to comply, so much the worse! 

We do not like the Maine law any better than anyone 
else and we hope efforts to overturn it or to repeal it ma 
be successful. Any legitimate efforts along this line will 
have our complete support. Nor do we think advice to do 
nv further business in Maine is out of order. But we can- 
not join in urging our industry to continue to operate in 
Maine in defiance of an existing statute. Such a course is, 


in our opinion, neither good morals nor good business. 


Packaging Has 
Its Exposition 


Larger and better displays 


greater attendance, and, on 
the whole, a more interestin 
program, was the fare served to industry at the Packaginz 
Exposition this month in New York. The exposition was 
we'l managed and the program splendidly designed to 
acquaint the industry with the problems facing designers, 
package makers and package buyers. 
As usual, the Wolf Award for outstandiny paclagin« 


ors 
Phis a vard 


achievement bulked large in the proceedinzs. 
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Larisson and Daniel }. Hassinger, Paekasiné and Display. Felix A. Belair, Jr, Manager of Washington Bureau, 


has steadily grown in importance and has come to be a 
real event in the packaging industry. While we may feel 
some vicarious pride in the fact that the trophy this year 
was taken by du Pont, long one of the important contribu- 
tors of raw materials and supplies to the cosmetic industry, 
it may be pointed out that it was for a package far removed 
from this industry. 

In fact, cosmetic packages on the whole made a disap- 
pointing showing both at the exposition and in the award 
classes. The same may be said of the All America Awards 
made the same week by Modern Packaging. An industry 
whose very life blood is style and sales appeal should have 
produced more worth while developments in its containers 
and labels than appeared among manufacturers of toilet 
preparations in 1935. We have distinctly fallen back in 
the packaging parade. 

There is much to be learned about modern package de- 
cign and production from a study of the prize winning 
packages in both of these contests. Cosmetic manufacturers 
will do well to examine both groups and to think more 
about packaging during the next twelve months. Perhaps 
then we shall make a better showing nexi year. 

We agree, too, with Irwin D. Wo!f, donor of the Wol! 
Trophy, who told guests at the award luncheon that too 
l‘ttle thought had been given to the ultimate use and to the 
ultimate user of the package. This, we feel, is especially 
true in the cosmetic field where utility has in many in- 
ctances been sacrificed to beauty and more especially to 
the convenience cf the manufacturer. Future awards will 


and 


tend to be based more upon the consumer reaction 
consumer benefit. This is a lesson which the cosmetic in dus- 
try will do well to study. 

In general, prize contests seem to do little good except 
to stimulate the vanity of the winners and deflate the ego 
of the losers. In the case of these two packaging awards. 
however, the results may well be of real importance. Much 
depends upon what serious use is made of them. 


The Danger of 
Sales Taxation 


Now comes New Jerzey with a 
proposal to tax cosmetic sales 
and the tax would amount to 
ten per cent on everything above twenty cents in value 
end more on items selling below that figure. How any 
bus’ness man can seriously believe in sales taxation as a 
ceneral method of raising revenue is difficult to see. Does 
anyone think such taxes will ever be repealed or lowered. 


cnee they have been enacted? 
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CITRAL and | 


In 1890, the writer isolated from the East Indian oil of 
lemongrass its characteristic constituent, an olefinic alde- 
hyde, later well known as citral. The preparation was 
simplified by the observation that the aldehyde was capa- 
ble of forming a soluble sulfonate when treated under 
certain conditions with sodium bisulfite solution, and from 
this solution it could be recovered apparently unchanged 
by treatment with alkaline hydroxide. 

This reaction was subsequently thoroughly studied by 
Tiemann (Berichte 31, 3297—1898), who described the 
following four compounds: 

1. The normal addition compound of citral ‘with one 
molecule of NaHSOs. 

2. A soluble mono-sulfonate from which citral could 
be regenerated. 

3. A “labile” disulfonate from which also citral could 
be recovered. 

4. A “stable” disulfonate which did not yield citral by 
treatment with alkali. 

The structure of these disulfonates and their varying 
behavior Tiemann, for reasons to be discussed below, 
left unexplained. Semmler, indeed, considered the pos- 
sibility that the stable compound might be a cyclic isomer 
of the labile form, but so far a satisfactory explanation 
does not seem to have been suggested. 

In the course of years, however, more data as to the 
behavior of compounds of this type have been accumu- 
lated, and it seems as if the question could now be 
cleared up. 

But before discussing the citral compounds especially, 
it may be advisable to review what is known about these 
sulfonic derivatives in general. 

It will be convenient to classify them as follows: 

1. The typical addition compounds of aldehydes and 
ketonic bodies with bisulfites, discovered by Bertagnini. 
These we will call: O-COMPOUNDS. They are generally 
only slightly soluble in water and bisulfite solution, are 
more or less dissociated in solution, and are readily de- 
composed by acids and alkaline carbonates. 

The O-compounds have been generally considered as 
oxysulfonates. For example: 


c 
Ph-CH o Nay n 
eo 
\ SO,Na CHY ~SO,Ne 


(Benzaldehyde compound) (Acetone compound) 
Raschig has recently presented evidence in favor of 
this theory (Berichte 61, 179). Yet it is difficult to rec- 
oncile these formulae with those of the analogous car- 
bon compounds. 
A CH, _On 


oC 
coone cH coona 


(Sodium mandelate) 


Ph-CH 


(Sodium 2 oxy-isobutyrate) 
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which exhibit so much greater stability than the O-sul- 
fonates. The fact that indol also, for example, yields a 
bisulfite compound offers some difficulty in formulation. 

2. The a COMPOUNDS, which result from the addi- 
tion of bisulfite at a double bond adjacent, or conjugate, 
to the ketonic group. These are generally formed in 
alkaline solution, are readily soluble, and are decomposed 
by alkaline hydroxides, but not readily by carbonates. 

a COMPOUNDS result when sodium sulfite reacts with 


the aldehyde or ketone according to the equation: 
R-CO-CH = CH-R' +Na,SO,+H,0 + R-CO-CH — CHR’ +Na0H. 
\ 
SO,Na 


For complete reaction, the alkali liberated must be grad- 
ually neutralized by acid. 

a COMPOUNDS are obtained from unsaturated alde- 
hydes, such as acrolein and cinnamic aldehydes; from 
unsaturated ketones, such as “mesityl oxide” and benzyli- 
dene acetone; from the cyclic ketones, carvone, pulegone, 
piperitone, umbellulone, pseudoionone; from unsaturated 
acids, such as acrylic, cinnamic, fumaric acids; from un- 
saturated lactones, such as coumarin and its homologs. 

In some cases the reaction is extremely slow, if it takes 
place at all. lonone, iso-thujone, carvenone, amyl cin- 
namic aldehyde are examples where the non-occurrence 
of the reaction may perhaps be explained by unfavorabie 
stereo-chemical conditions. 

3. The » COMPOUNDS result from the addition of the 
bisulfite group at an unsaturation other than the @ posi- 
tion. Favorable conditions are dilute solution and espe- 
cially absence of free SO, (Dupont, 8th Congr. App. 
Chem. 25, 357). 

Compounds of this type are obtained from citronellol, 
citronellal, citral, geraniol, linalool, terpineol, carvone, 
methyl heptenone. The compounds are soluble and not 
decomposable by acids or alkali under ordinary condi- 
tions: the original alcohol, aldehyde, or ketone cannot 
be regenerated. 

It is obvious that sulfonates of the three types may 
occur together in the same molecule. Inspection of the 
formula will show what types are possible, but the actual 
formation of the compounds depends on unknown con- 
ditions. For example, menthone does not yield an O-com- 
pound, while the very similar tetrahydrocarvone forms 
a crystalline compound with sodium bisulfite: dihydro- 
carvone, pulegone and thujone give O-compounds, while 
carvone, carvenone, camphor and fenchone do not. 

Oa compounds are obtainable from cinnamic aldehyde, 
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pulegone, methyl heptenone 2-4-6, and benzylidene ace- 
tone: Ow compounds from methylheptenone 2-2-6, citro- 
nellal, and dihydrocarvone: 2 compounds from carvone, 
geraniol, linalool: and, finally, citral, as its formula 
shows, may theoretically yield seven sulfonates; O, 2, o, 


Oa, Ow, aa, Oaw. 





Ch, CR, 
“\C"CE - CH.— CH, - C = CH - COH 
cry f ° t 
~ (a) (o) 
Citral 


Of these, two or three only have been prepared in ap- 
proximate purity: as shown below, the isolation of the 
others is attended with peculiar difficulty. For, a further 
complication arises from the fact that migration of the 
NaSOs; group from one position to another may occur if 
the condition of the solution is changed. This may be 
readily demonstrated by quantitative experiments, as, for 
example, as follows with citral. 

A molar solution bisulfite, free from ex- 
(This salt is used as the citral 
O-compound is readily soluble.) 10 gm of citral (97 per 


of lithium 
cess of So, is prepared. 


cent or better) is placed in a graduated stoppered cylinder 
with 66 ml (1 mol.) of the lithium bisulfite solution. 0.5 
ml 0.5N HCl is added, and the mixture thoroughly shaken. 
After a short time the citral is completely dissolved as 
O-compound, and a small amount of resin may be re- 
moved by filtering. In this slightly acid solution, citral 
may remain in the O combination for days. 
The O-Sulfonate may be conveniently written: 


( (0) LiHSO, 


Cc. H,0 se 
tw 


(That the solution contains O-compound may be shown 
by treating a small portion with solution of sodium car- 
bonate, which gives an immediate precipitation of citral.) 

Now, 1.5 ml 0.5N NaOH 


allowed to stand. 


is added, and the mixture 
The solution becomes turbid, and after 
a day or so, about 5 ml of citral has separated. What has 
happened is, that two molecules of O-compound have re- 
acted with formation of one molecule of Oz disulfonate 
and one molecule free citral. 


(0) LiHso , 


2 { 6,8 4° x 


iw 


| (0) Linso, (0) 
x 
= C H0 oO LAHBO, +C HO 


- w 


O-mono sulfonate Oz disulfonate 


Citral 
(Again testing the solution, we find that it yields no 

citral with sodium carbonate, but abundantly with sodium 

hydroxide, which is characteristic of an 2 compound.) 


2 or 3 ml of 0.5N NaOH is now added. The citral 
gradually redissolves, leaving a small amount of resin. 
In the more alkaline medium the Oz disulfonate reacts 
with the citral, giving two molecules of « sulfonate. 

(0) Linso, r ‘i 
CHO 4 % LiHS0,+¢ #0 Fe - efo.m,0 ) LABSO, 
oe Ww iw 


Oz disulfonate + Citral z-mono-sulfonate 


(as before, the solution may be shown to contain 2 sul- 
fonate). 


If the solution is now precipitated by excess of sodium 
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hydroxide, some 6 or 8 ml of citral may be recovered, 
depending on how long the mixture has been standing. By 
long standing or gentle heat, the amount of citral recov- 
erable continually diminishes, which is explained by the 
gradual formation of @ sulfonate, not decomposable by 


alkali. 


| (0) * LiHSO, (0) 
CHy0 4 % - LinsO, CH .© 4 (x) + Linso, 
- Ww) + LiFSO , 


x mono-sulfonate ® mono-sulfonate 


The success of the experiment depends on the proper 
adjustment of the alkalinity of the solution. Similar re- 
sults may be obtained with molar KHSQOs, but the tendency 
of the potassium O-compound to crystallize out makes the 
control of the reaction less easy. 

With two molecules of LiHSO,, we have, first, the 
formation of the “labile” Oz disulfonate, which, on stand- 
ing or on heating, passes into the “stable” aw disulfonate. 


(0) (0) 


C,Hy0 


cc + LiHSOS C F.O x 
z 10° te 


w 
w + LIHSO, 

From the first compound, strong alkali removes two 
LiHSOs, liberating citral. From the second, only one 
LiHSO, is removed, leaving the stable © mono-sulfonate 
in solution. 
cinnamic 
aldehyde, showing the migration of the LiSO; group from 
the O position, through the Oz compound to the « posi- 
tion: and with carvone, where the migration is from 
zx to ®. 


Analogous experiments may be made with 


a 
( \—CH = CH— COH («) | 
| c 
VW (od) (0) - 
AC co 
| 
CH, CH, 
\ H Jf 
\o7% 
| 
c 
% 
CH, CH, 
(w) 


Carvone 


Cinnamic aldehyde (Does not yield O compound ) 


In the case of citronellal, which does not form an 2 
compound, the migration of the sulfonic group from O 
to w is very slow, if indeed it occurs at all. But with two 
molecules of bisulfite, the Ow compound is immediately 
formed, especially in dilute solution, free from SO,. 


cH, “ . 
.¢ = CH- CH, - CH, - C - CH, - COH 
os * . h 
(w) (o) 
Citronellal 


Returning to the citral disulfonates, it is evident that the 
“labile” compound has the properties of an O disulfonate, 
and the “stable” compound corresponds to  disulfonate. 

Tiemann’s objections to this formulation were as follows 
(Berichte 31, 3316—1899) : 

1. He concluded that the labile compound could not be 
Oz, because O compounds are not formed in alkaline solu- 
tion. The conclusion is hasty; it can be easily shown, for 
example, with solutions of the O compounds of benzalde- 
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hyde or piperonal, that quite a large 
excess of sodium carbonate is required 
to effect a complete decomposition. 
The solution is strongly alkaline be- 
fore separation of the aldehyde takes 
place. . 

2. According to Tiemann, the labile 
disulfonate must contain the free alde- 
hyde group, since it reacts with semi- 
carbazide. On the contrary, it is well 
known that O bisulfite compounds re- 
act with semicarbazide, hydroxylamine, 
phenyl hydrazine, and hydrocyanic 
acid as readily as do the free aldehydes. 

3. Tiemann claims to have prepared 
a semicarbazone of the labile disul- 
fonate, which would not be possible if 
it were the Oz compound, for in this 
case, the semicarbazone group would 
take the place of the O-bisulfite group, 
and the resulting compound would be 
a mono sulfonate. 

But the data, as he admits, are not 
very convincing. Furthermore, the heat- 
ing and evaporating involved would 
certainly have produced much stable 


\ 


The| idea in this business has to travel such 
American Medical Association 


ft Here is one for the book! 


cited as approving certain cosmetics 
which are under fire by the Federal! 
Trade Commission! Truly there are, 
“new things under the sun.” It seems 
a Chicago house making “non-allergic” 
cosmetics was jumped by the Commis- 
sion and in its response cited the fact 
that the A.M.A. Journal accepted its 
advertising, although “that journal 
does not accept advertising for prod- 
ucts which are not in accordance with 
the claims made for them. . . .” Our 
amazement is so great that we are prac- 
tically speechless. But in this business 
we suppose we ought to expect any- 
thing. 


ft To this listening post recently 
have come many sad tales of cos- 
metic ventures on the part of trusting 
individuals who have come to grief 
through the machinations of financiers 
and others, more acquisitive than ethi- 
cal. It seems unfortunate that a new 
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aw salt, from which the semicarbazone 
in question might well have been 
formed. 

To conclude, there appears to be no 
convincing reason why the citral disul- 
fonates should not be formulated as: 

l. The Oa (labile) disulfonate, 
which yields citral quantitatively on 
treatment with alkali, and is readily 
converted on standing or heating into 

2. The a (stable) disulfonate, from 
which citral cannot be regenerated. 

Of the seven possible sulfonates of 
citral, the O and a compounds were 
obtained in comparative purity by Tie- 
mann. The preparation of the a, Oz, 
Ow, in pure form, presents much dif_i- 
culty owing to the progressive migra- 
tion of the sulfonic group. 

An Oaw compound was described by 
(Gazz. 48, 45—1918): his 
“labile” trisulfonate is not possible 


Romeo 


according to the theory here developed, 
and the alleged formation of such a 
compound seems to require confirma- 
tion. 





a rough road and that so frequently 
its originator comes out with experi- 
What to do 
Frankly, 
this department has ever been a mark 
for wiser and more unscrupulous—or, 
let us say, better business brains. We 
can only say, “Stop, look and listen!” 
and even then 


ence and nothing else. 
about it is another matter. 


California courts uphold the price 

maintenance law. New York 
courts give an emphatic “No!” as their 
answer. Intermediate points not yet 
heard from. Has anyone even an ap- 
proximate answer to this puzzle short 
of abolishing courts altogether? Of 
course, to maintain prices you don’t 
really need a law. But that is another 
story. 


ff The convention this year will 
move back to the Biltmore, for 
which many old-timers will be pro- 
foundly glad. We sort of felt out of 





place at the Waldorf, and certainly last 
year we were lost entirely at the Plaza. 
Now if the business sessions are not too 
cut and dried, we ought to have a good 
meeting. Suggestion: “Read all the 
‘reports’ by title. Cut out all set 
speeches. Let’s just talk it over.” 


f There was a bewildering variety 
of packages entered for the Wolf 
Award at the Packaging Show and, in 
looking them over, we wondered how 
a board of seven or eight judges could 
ever reach anything like a majority 
conclusion. In fact, some of those not 
even mentioned in the awards seemed 
to our poor eyes to be really fine pack- 
ages and worth some sort of prize if 
their fellows were. We were once ap- 
proached to go on one of these pack- 
aging juries and how glad we are that 
the pressure of other duties prevented 
our acceptance! 


& One or two large raw material 
buyers have mentioned the fact 
that certain products in the aromatic 
chemical lists are bargains at the mo- 
ment. Somewhat gleefully they recount 
their experiences shopping for musk 
and a few others where there appears 
to be a sizable fight for control of the 
market. We wonder just how much 
benefit one of these. very cheap con- 
tracts is to the buyer. We know, of 
course, that the sellers are losing 

y. Was there ever a competitive 
price war that did any good for either 
the buyer or seller? 


money. 


We have criticized quite sharply a 

number of the “wise up the con- 
sumer” efforts of various organizations. 
And now we wish we hadn’t! We had 
thought to partly stem the tide. Instead 
we seem to have stimulated, and almost 
every one of the “experts” now comes 
into our cavern with a request to bor- 
row the lantern to look into the indus- 
try’s dark corners. So far, we have 
found time for all, and we are natu- 
rally a courteous old fellow, but — 


Apparently a goodly number of 
its members did not heed the ad- 
vice of the Toilet Goods Association 
and thumb their noses at the Maine 
Cosmetic Law. Lists show registration 
applications from many of them. Per- 
haps they are like those fellows who 
are not in the least superstitious, but 
just don’t walk under ladders or have 
offices on the thirteenth floor. 
FREEGIFT PATCHIN 
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THat the Italian 
Art Exhibition in Paris, last June, ex- 
erted a tremendous influence upon 
women’s fashions there can be no doubt. 
Italy has been the mother-country for 
generations of renowned painters, fa- 
mous musicians, consummate crafts- 
men. She has nurtured and sponsored 
art for centuries and thus had much to 
contribute that reminded couturiers— 
and cosmeticians!—of the many ways 
all the lavish display of the beautiful 
and glamorous could be turned to a 
profitable use. 

Even before the exhibition, the Ma- 
harani Kapurthala of India set the pace 
for the trend of style in evening gowns, 
wraps and veils, and these have never 
been more important than they are this 
year. Particularly was this influence 
strong because India has long been 
noted historically for pageantry and 
gorgeous costuming among the upper 
classes, and the Maharani’s exquisite 
charm was accentuated and enhanced 
by her exotic native costumes, which 
she wore with grace and dignity. 

Remember that the exhibition was 
held in the city regarded all over the 
world as the style source, the fountain 
head of imaginative and creative genius 
in women’s fashions. Immediately the 
art exhibition became an international 
Mecca, the thrifty and ingenious cou- 
ture houses went into serious designing, 
and the results became apparent some 
months later in own American 
shops. The outcome of this combined 
influence was the best year toilet goods 
manufacturers have enjoyed since 1929. 

Why? Because the adaptations of the 
models of sumptuous fabrics and gor- 
geous costumes seen in Paris inspired 
fabric manufacturers, couturiers, styl- 
ists, designers, both here and abroad, to 
approximate and translate that beauty 
into terms that would thrill the Ameri- 
can woman and add to her already 


our 


eager desire to be more beautiful and 
alluring, in this very feminine era. 

If you are interested in trends—and 
you should be!— it is simple enough to 
trace the Spanish note exemplified in 
toreador hats, bolero jackets, brilliant 
blouses that will vary the more subdued 
shades this spring and summer, to a 


trip that a famous French couturier 
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the PENDULUM 


by Edna Colladay Pierce 


made to Spain; the recent Goya ex- 
hibition and the 
through this, in the Spanish painter’s 
life; the success attained by the Ameri- 
can bullfighter in Spain; the resetting 
and recostuming of “Carmen” at Rosa 
debut in that The 
point being that in this manner atten- 


interest manifested, 


Ponselle’s opera. 
tion was focused upon Spain; even the 
political situation there was conducive 
toward this end. It thus was reasonable 
to suppose that the style pendulum 
would swing in that direction. Think of 
this trend as it applies to your business. 
Make-up and perfumes to harmonize 
with the modern versions of Spanish 
costumes will necessarily be different 
from those we usually use. 

The Tyrolean influence which has 
been noticeable in perky feathers and 
blithely turned brims in women’s hats, 
the way we have worn wool scarfs and 
hose, to mention a few obvious evi- 
dences, can be traced to the great revival 
of winter sports abroad, as well as here. 
The weather has accounted for the gay- 
est winter season in years, the reign of 
outdoor sports in general, skiing in par- 
ticular. Paris was not unmindful of this 
fact, and to cap this climax, a forward- 
looking American stylist has had the ex- 
clusive promotion of the winter sports 
costumes for the headquarters for these 
in Salzburg. This has brought bizarre 
peasant notes into prominence, which 
are most effective against a background 
of snow. The Tyrolean influence is like- 
ly to continue to have a vogue, yet it has 
not been capitalized upon by any per- 
fume manufacturer. There is one flower 
scent entirely typical of the Swiss Alps, 
which would have a definite appeal to 
both lovers of sports and the indoor 
types of women. Whether they trek to 
snowy heights or trail their softly flow- 
ing formal frocks to formal party and 
dance, they would delight in its delicate 
and rare fragrance. 


— 
= 


Every art exhibition of note—and 
think of this in connection with the re- 
cent Goya appreciation—both here and 
remember the Chinese exhibi- 
tion in London as you see the Chinese 


abroad 


note creep into women’s fashions 


every supermusical event—witness the 
opera season—every superb theatrical 
performance—“Margot” as an exam- 
ple—has its influence. Watch sleeves, 
high shoulders, elaborate touches here 
and there in the 
motion picture industry the 
well-dressed star is wearing, and many 
of them purchase original models 
from the French collections, what cos- 


metics she uses, what perfume she 


feminine costumes 
what 


prefers, is interesting to thousands of 

the edu- 
the infor- 
ab- 


women all over the country 
cational features of radio 
mation it 
sorbed by many, many women who 


gives out is eagerly 
live far from cosmopolitan centers, as 
well as those who live in or near cities 
—even the Italo-Ethiopian war has 
its reverberations in barbaric costume 
all these have their style influ- 
ence and result in dollars and cents to 


jewelry 


the manufacturer of toilet goods. 

This year dusty tones, pastel shades, 
soft fabrics, will grace the stage, screen, 
home, public places, for the pendulum 
is swinging back again and while the 
spring will see man-tailored suits for 
daytime wear, the summer season will 
see a recession of the vivid carnival 
spirit that has reigned this winter, 
and flowered chapeaux, more subdued 
tones, will call for more natural make- 
up. Sunny southern clime’s costuming 
has already sounded a note and given a 
slight indication of what will transpire 
as the season advances here. 

The note says “Flowers—feathers 
flowing, floating fabrics—in one word, 
femininity.” Heed the signs and por- 
tents, Brother, and key your products, 
promotions, policies accordingly! ... 


The American Perfumer 





lng : 

How many v1 you check up on your 
retail outlets by taking an occasional 
jaunt through the stores yourselves? 
Don’t depend too much on your sales- 
man’s reports, and when you discover 
an apparent slump in sales in some par- 
ticular spot, don’t waste time being se- 
vere with your salesman in that terri- 
tory, put on your hat and coat and go 
see what the trouble is. 

But before you do this, send some 
woman in your organization who knows 
what this industry is all about, and 
is tactful and conscientious, to scout 
around in the specified stores and write 
a verbatim report of what she finds. 

You may be surprised to learn that 
some long-established outlet of good re- 
pute over a period of years has suddenly 
turned its toilet goods department into 
a bazaar of sorts, and is pushing its own 
brand merchandise like sixty, and spe- 
cializing on table sales of second-rate 
merchandise. Before you blow off steam 
let’s look at the phenomenon from the 
buyer’s point of view. 

It may very well be that the trend of 
trade has been toward another district 
temporarily, at least. Women customers 
of this store may have decided to go fur- 
ther up town to shop. It may be that the 
old charge accounts of this particular 
store have opened new ones at some of 
the other stores, and so even that de- 
pendable source of revenue is split. It 
may be that a conservative store would 
not employ modern methods for induc- 
ing new charge accounts to come in, be- 
cause it would not be in keeping with 
the traditions and policies of the store. 

And if this is so, you may be sure the 
merchandise manager is taking the situ- 
ation very seriously, and he isn’t going 
to talk about it much, except to his buy- 
ers. The buyer, in turn, resolves to try 
the expedient of interesting transient 
trade, of which every store has a good 
bit. And as neighborhoods change 
and how they do!—he sees new faces in 
the department and misses the old ones. 


Maybe the new ones pause at inexpen- 
sive items, then buy them, and pass by 
his beautiful stock of your line without 
a glance. He has to do something about 
it, and he does. He doesn’t tell you 
about it, because he hopes the old cus- 


tomers will come in again after a while. 
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It will be up to you to decide whether or 
not you are going to play ball with him 
in this difficult period. 

Cn the other hand, you may notice an 
increase in sales in a store where you 
didn’t expect it. Scouting may discover 
that whimsical feminine fancy has been 
caught by a sprightly, colorful display 
of mercnandise; someone hitherto un- 
known may have lent impetus by clever 
promotion; word-of-mouth advertising 
may have been—as it always is!—at 
work extolling the merits of this or that 
unusual item displayed in a unique 
way, so that price may not be a factor 
at all. The progressive store capitalizes 
upon just such a situation. 

“The store is crowded, let’s keep it 
so! Women are buying, not one, but a 
number of items in various lines. Let’s 
display them all a little better each day, 
and put on a series of promotions, so 
that these people will return and bring 
their friends with them,” is the psychol- 
ogy used, and in addition to being accu- 
rate in that respect, it’s good, practical, 
sound common sense. Bring in new pro- 
motional ideas to this type of store and 
you will reap your own share of the 
harvest. 

* * *% 

The old joke about “Why run after a 
car when you've caught it” has a new 
application in the way some of you treat 
your old accounts. Bend every effort to 
get new ones, and think about the ones 
you already have as “caught cars.” If 
any retail outlet is sufficiently impor- 
tant to acquire, it’s sufficiently impor- 
tant to keep on cooperating with to the 
fullest extent, and consistently. Half- 
hearted effort is a waste of precious 


time. 
* 


Floral perfumes will dominate femi- 
nine preference this year. Key your 
Easter promotions to that note and 
watch the dollars roll in! 

At least two manufacturers we know 
are capitalizing on the flower vogue 
by making flowers a permanent part 
of their packaging. Put on your think- 
ing cap and see how you, too, may use 
this idea as a part of your Easter pro- 
There are of 
doing it. One is to use a gay flower 
wrap for your product. Another 
to give an artificial flower with your 
flower perfume, violets with the per- 


motion. several ways 


Is 


fume of the same name, gardenia, 
muguet, lilas, rose, and your others 
in the like manner. For your bou- 
quets, give the nosegay boutonniere for 
the lapel of the smart suit that will be 


so indispensable for daytime wear this 
Spring. 

Still another way is to tie up your 
store promotions with flowers, accord- 
ing to your flower perfumes. Any store 
would welcome this decorative note at 
the time of the year when women are 
most flower-conscious, or at any time, 
for that matter, for always flowers lend 
themselves enchantingly to 
feminine beauty and charm. 

This thought can be carried out even 
to the showcase display of your mer- 
chandise and would do much psycho- 
logically to increase the sale of your 
product from both sides of the counter. 


enhance 


In this connection, in London recently, 
real flowers were shown as an integral 
part of women’s costumes. Sleeveless 
jackets, petticoats showing in the slit 
front of evening gowns, hats, collars 
and cuffs, even jewelry made of real 
flowers, created a sensation. 
Remember, too, the acclaim gray is 
to have this Spring. Keep that in mind 
when you create or select your rouge, 
lipstick and powder shades to comple- 
ment this tone. Adapt your promo- 
tions, key your copy to supplement this 
suave neutral color, which needs har- 
monizing brilliant notes for accents. 
Here with blue 
tones rather than yellow, will be most 
in demand. So, whether or not you 
go in for creating new products for 
pastel shades, or select them from 


too, your cosmetics 


among your already existing line to 
harmonize or contrast, certainly you 
will want to take advantage of the style 
trend in this direction. 


alr Fox 


You will find here some of the ques- 
tions that are being asked us by manu- 
facturers, wholesale and retail outlets, 
store executives, and our replies to 
them. 

The Question Box will act as a clear- 
ing-house to help you solve your mer- 
chandising and sales promotion 
problems. Send us your own questions. 
We shall be glad to answer them. 

I.—Do women in general make up 
before or after putting on a frock? 
And is there any way of capitalizing 
upon whichever way the procedure is 
followed out? 

There is no rule followed in this mat- 
ter, but the predominant process is to 
put on make-up before the frock is 
donned. 

A clever designer we know has cre- 
ated a protective means by which the 
gown is prevented from being either 
stained by lip-stick in the first instance, 
or deluged with powder in the second. 















te ava selves of this service. 


idly as permits. 


nswers to in- 


the industry 


Answers will be published as rap- 


We shall be glad to reply promptly by mail te 


any reader who will enclose a self addressed envelope with his query. 


55.— FACE CREAMS 


Q. Using Cetyl alcohol in face creams 
with absorption base is there any ad- 
vantage in using triethanolamine too? 
Can you supply us with a very high 
grade circulation face cream and facial 
mask formula that will peel off in large 
sheets, not of the infusorial earth ty pe? 
-—B. S., Rochester. 

A. We don’t see where there is any per- 
centage in using both triethanolamine 
and absorption base, nor does the idea 
sound right to us. Absorption bases give 
the water in oil type of emulsion. Tri- 
ethanolamine gives the reverse type. 
Obviously they are incompatible. Cety] 
alcohol can be used in both creams how- 
ever. Regarding formulas for circula- 
tion face cream, we will be glad to sug- 
gest formulas from the literature if you 
will designate a type you particularly 
want. 


56.—STYPTIC PENCILS 


Q. We contemplate shortly, to start 
manufacturing styptic pencils and we 
are under the impression that this is 
principally alum. Will you please give 
us a working formula for this product 
together with any information which 
you might have available as to best way 
to manufacture these?—R.T. A., Jersey 
City. 

A. We quote from Pharmaceutical For- 
mulas Vol. II, p. 162, as follows: “Care- 
fully liquefy potassium alum crystals 
so as to avoid loss of water of crystal- 
lization, adding small amounts of glyc- 
erine and water (about 5 per cent) un- 
til a clear liquid is obtained. This is 
poured, while hot, into suitable molds, 
previously smeared with fat. The solidi- 
fied pencils are rendered smooth by 
rubbing them with a moist piece of 
cloth.” For whiter pencils, this book 






advises the use of 5 per cent French 
chalk, which is triturated with the glyc- 
erine before it is added to the molten 


mass. 


57.— QUINCE SEED MUCILAGE 
Q. We are using quince seed mucilage 
in one of our products. However, weex- 
perience great difficulties in the impor- 
tation as the Argentine government puts 
a lot of difficulties in the importation of 
seeds. We now remember having read 
in your trade paper that in France an 
article is put on the market to substitute 
quince seed and that with this product 
a mucilage is obtained that fills all the 
requirements of a perfect mucilage for 
hand lotions. Could you advise us in 
which of your issues this article ap- 
peared, or the name of the product 
and manufacturer?—J. O., Argentine. 


A. Whilst karaya gum which we sug- 
gest as substitute, is often used in mak- 
ing hand lotions because of the nicer 
and softer feel its mucilages produce on 
the hands, you may want to retain the 
ropy effect of quince seed mucilage. 
Suppliers of gums advertising in this 
journal often offer a special mixture 
(under trade names) of gums that re- 
place quince in a large measure. So if 
karaya gum doesn’t fill your bill, try 
some of the specialties. We don’t think 
you will have any trouble getting either 
through your customs. Let us know if 
you do and we'll try again. 


58.— TESTING CREAMS 


Q. In analyzing creams we have had 
no trouble in the past, but lately we 
have found creams made with trie- 
thanolamine soaps. How can we test 


for these?—J. F., Newark, N. J. 


A. Numerous methods are used and 





we suggest that you look up the fol- 
lowing references and use the one giv- 
ing you best results: J. A.O.A.C., 17, 
77, 1934; Industria Chimica, 9, 151, 
1934; Chem. Abst. Index 1933; Ana- 
lyst, 60, 77, 1935. You might also write 
the Union Carbon Carbide Corp., in 
New York City, who will help you 
with your problem When Kraut’s 
Reagent is added to triethanolamine 
oily globules are formed that crystal- 
lize into orange red plates and smaller 
prisms. The test is conducted under the 
microscope and it is said that as iittle 
as 1:1000 parts of triethanolamine 
can be found this way. 


59.— BLACKHEAD SOLUTION 


Q. In marketing a blackhead solution 
containing alcohol, do we have to label 
the content of alcohol? Would a good 
grade of “rub alcohol” be as beneficial 
as standard?—H. H., Shenandoah. 


A. The question of whether the alcohol 
content should be on your label de- 
pends entirely upon the claims which 
you make for the product. If you make 
any medicinal claims at all, and we be- 
lieve “For the Removal of Blackheads” 
would possibly fall into this class, you 
should put the alcohol content on the 
label. We should very much hesitate to 
recommend that you use rubbing alco- 
hol in such a preparation. The denatu- 
rants which are used in rubbing alcohol 
could conceivably lot of 
trouble. 


cause a 


MORE ON THINNING HAND LOTION 

We have just received a very inter- 
esting letter from E. J. Starwalt of the 
Los Angeles Drug Co., Los Angeles, 
who writes as follows: 

“In your Q. & A. Dept. in the Janu- 
ary, 1936, number of THE PERFUMER, 
S. K. of New York makes inquiry re- 
garding gum tragacanth lotion becom- 
ing thin after about a year. Since he 
makes a hand lotion it no doubt con- 
tains glycerin, and if he will mix the 
glycerin with the gum and then add the 
hot water his trouble will be at an end. 
Just why this is I do not know, but do 
know that if the glycerin is added to 
the otherwise finished preparation that 
it does invariably become very thin 
after a time, and if handled in the re- 
verse order, as suggested above, I have 
never known it to become thin. I have 
been a reader of THE PeRFUMER for 
many years and have always found it 
a very valuable adjunct to my library. 
Continued success to you.” 


The American Perfumer 








REFERENCE to 
any one text or handbook on physical 
data regarding temperature effects on 
ingredients of value in dermato-cos- 
metics reveals a paucity of information. 
The larger systems on chemicals and 
the official handbooks include this in- 
formation with some, but not all such 
ingredients. Despite reference to all 
available, or at least easily available 
texts, we were unable to find data re- 
garding some drugs listed as useful in 


errecT of | emperature 
(N COSMETIC. INGREDIENTS 


Compiled by HERMAN GOODMAN, B.Sc., M.D. 


the preparation of cosmetic and derma- 
tologic applications. 

We have over a period of time col- 
lected published data referring to melt- 
ing, boiling, charring, decomposition, 
etc., depending on heat. Such pub- 
lished data vary, but we have attempted 
to offer the most reliable as presented 
for samples used in pharmacy and cos- 
metics. 

The ingredients are arranged accord- 
ing to alphabet, using the name of the 


ingredient in common usage, although 
this was not always possible. Temper- 
atures are in degrees, Centigrade. 

It is hoped that this table will prove 
time saving. 

Comments, additions, 
etc., etc., are invited for future re- 
visions. Proper acknowledgment will 
be made of your contribution. We also 
invite other practical charts such as 
solubility, solidifying, saponification, 
and other constants. 


corrections, 





Acetanilid 
Acetanilid 
Acetic Acid 
Acetic Acid 
Acetone 
Aether Acetic 
Alcohol 
Alizarin 
Alizarin 
Alphanaphthol 
Alphanaphthol 


Alum 

Alum 

Aluminum chloride 
Aluminum oxide 
Aluminum sulfate 
Aluminum sulfate 
\mmoniated Mercury 
Ammonium chloride 
Ammonium chloride 


Amyl acetate 
Amyl Meta cresol 
Amyl Meta cresol 
Amyl salicylate 
Anesthesin 
(nethol 

Anethol 
Anthrorobin 
Arsenic trioxide 
Barium sulfate 
Benzene 
Benzaldehyde 
Benzoic acid 
Benzoie acid 
Benzoin 
Benzonaphthol 
Benzyl salicylate 
Benzyl salicylate 
Betanaphthol 
Betanaphthol 
Bismuth oxychloride 
Bornyl acetate 
Bornyl acetate 
Butesin 

Butesin 

Camphor 
Camphor 
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Melts 114 Calcium carbonate Sublimes 896 
Boils 295 Carbon tetrachloride Boils 77 
Boils 118 Carnauba wax Melts 84 
Melts 16.7 Cera alba Melts 62-65 
Boils 57 Cera flava Melts 62-64 
Boils 77 Ceresin Melts 58-80 
Boils 78 Cetyl alcohol Melts 35-40 
Melts 284 Cetyl alcohol Boils 344 
Boils 130 Chlor thymol Melts 59-61 
Melts 96 Chloral hydrate Boils 97 
Boils 280 Chloroform Boils 60-61 
Loses water 120 Cholesterin Melts 148 
Melts 94.5 Cholesterin Decomposes 360 
Sublimes 177 Chrysarobin Melts 205-210 
Melts 2250 Citric acid Decomposes 175 
Loses water 200 Cocaine hydrochloride Melts ' 183 
Melts 770 Cocoabutter Softens 25 
Volatilizes 300 Cocoabutter Melts 30-35 
Decomposes 350 Coconut oil, natural Melts 25.6 
Sublimes 500 Coconut oil, natural Solidifies 20.4 
Boils 137 Copper sulfate Loses water 35-100 
Boils 137-139 Creosotum Boils 200 
Melts 24 Cresol Distills 195-205 
Boils 276 Cycoloform Melts 65 
Melts 88-90 Dichloramine “T” Melts 80 
Melts 22-23 Diethanolamine Boils 268 
Boils 235-236 Diethylene glycol Boils 245 
Melts 208 Diethylene glycol monoethyl ether Boils 201 
Sublimes 200 Diethylene oxide Boils 101.5 
Melts 1580 Diglycol stearate Melts 52-53 
Boils 80. Elemi Melts 75-120 
Boils 179 Epinephrine Melts 210-212 
Melts 121.7 Eseculin Decom poses 230 
Boils 249 Ether Boils 35 
Melts 70-100 Ethylene glycol Melts 11.5-17.4 
Melts 110 Ethylene glycol Boils 197 
Boils 214 Ethylene glycol monoethyl ether Boils 135 
Melts 144-145 Ethylene glycol monoethyl ethyl, 
Melts 120-122 acetate Boils 156 
Boils 285-286 Eucalyptol Boils 174-177 
Melts Red heat Eugallol Boils 185 
Melts 29 Eugenol Boils 250 
Boils 223 Euresol Boils 283 
Melts 56-57 Ferric chloride Melts 35-40 
Boils 147 Gallic acid Melts 220 
Melts 174-177 Gallinol Melts 205 
Sublimes 204 Glacial acetic acid Boils 117-118 
Ine. 4ll Rights Reserved. 
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Glycerin 
Glycerin 
Glyceryl monostearate 
Heliotropin 

Heliotropin 

Hematoxylin 

Hydrated lanolin 
Hydrochloric acid 
Hydrogen peroxide 
Hydrogenated coconut oil 
Hydrogenated coconut oil 
Hydrogenated cotton seed oil 
Hydrogenated cotton seed oil 
Hydrogenated lard oil 
Hydrogenated linseed oil 
Hydrogenated olive oil 
Hydrogenated sesame oil 
Hydroquinone 
Hydroquinone 

lodine 

Iodine 

Iodoform 
lsopropylalcohol 

Japan wax 

Lactic acid 

Lactic acid 

Lanolin 

Lard 

Lead acetate 

Lead acetate 

Lead monoxide 

Lecithin 

Lenigallol 

Liquid cotton seed oil 
Liquid petrolatum 
Magnesium sulfate 
Menthol 

Menthol 

Mercuric chloride 
Mercuric chloride 
Mercurous chloride 
Mercurous chloride 
Methanol 

Methyl ethylene glycol 
Methyl salicylate 
Monoethanolamine 
Mustard oil 

Nitric acid 

Oil bitter almond 

Oil coconut 

Oil iris 

Oil nutmeg expressed 

Oil of palm 

Oil turpentine rectified 
Oleic acid 

Oleic acid 

Olive oil 

Orcin 

Orpiment 

Orpiment 

Oxyquinolin sulfate 
Paraffin 
Paraformaldehyde 
Paraphenylenediamine 
Paraphenylenediamine 
Petrolatum 

Phenol 

Phenol 

Pilocarpine hydrochloride 
Potassium acetate 
Potassium carbonate 
Potassium chloride 
Potassium chloride 
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Boils 
Melts 
Melts 
Melts 
Boils 
Melts 
Softens 
Distills 
Boils 
Melts 
Solidifies 
Melts 
Solidifies 
Melts 
Melts 
Melts 
Melts 
Melts 
Boils 
Melts 
Boils 
Melts 
Boils 
Melts 
Boils 
Melts 
Melts 
lelts 
Melts 
Decomposes 
Melts 
Melts 
Melts 
Solidifies 
Boils 
Melts 
Melts 
Boils 
Melts 
Boils 
Melts 
Sublimes 
Boils 
Boils 
Boils 
Boils 
Boils 
Boils 
Boils 
Liquefies 
Melts 
Melts 
Melts 
Boils 
Melts 
Boils 
Decomposes 
Melts 
Melts 
Boils 
Melts 
Melts 
Melts 
Melts 
Boils 
Melts 
Melts 
Boils 
Melts 
Melts 
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Potassium hydroxide 
Potassium hydroxide 
Potassium nitrate 
Potassium nitrate 
Potassium nitrate 
Potassium permanganate 
Potassium sulfide 
Purified benzene 
Pyrogallol 
Pyrogallol 

Quinine anhydrous 
Quinine hydrochloride 
Quinine sulfate 

Red oxide mercury 
Resorcinol 
Resorcinol 
Ricinoleic acid 
Ricinoleic acid 
Rosin 

Salicylic acid 
Salicylic acid 

Salol 

Salol 

Silver nitrate 

Silver nitrate 
Sodium bicarbonate 
Sodium bisulfate 
Sodium borate 
Sodium carbonate monohydrate 
Sodium chloride 
Sodium chloride 
Sodium citrate 
Sodium hydroxide 
Sodium hydroxide 
Sodium perborate 
Sodium phosphate 
Sodium sulfate 
Sodium thiosulfate 
Sodium thiosulfate 
Spermaceti 
Spermaceti 

Stannic oxide 
Stearic acid 

Stearic acid 
Strontium bromide 
Suet 

Suet 

Sulfur 

Tannic acid 

Tannic acid 

Tannin formaldehyde (Tannoform) 
Tartaric acid 
Thallium 

Thallium 

Thymol 

Thymol 

Thymol iodide 
Titanium dioxide 
Trichloracetic acid 
Trichloracetic acid 
Triethanolamine 
Triethanolamine 
Trinitrophenol 
White petrolatum 
Yellow oxide mercury 
Zine chloride 

Zine chloride 

Zine oxide 

Zine peroxide 

Zinc phenolsulfonate 
Zinc sulfate 

Zine sulfate +- 7H,O 
Zinc sulfide 








Melts 380 
Boils 1320 
Transposes 129 
Melts 334 
Decomposes 100 
Decomposes 240 
Melts 171 
Distills 35-80 
Boils 210 
Melts 132 
Melts 1749 
Loses water 120 
Melts 212 
Decomposes 100 
Melts 109-111 
Boils 276 
Boils 250 
Melts 1-5 
Melts 100 
Sublimes 76 
Melts 159 
Melts 41-43 
Boils 72 
Melts 200 
Decomposes 140 
Loses CO, 270 
Melts 300 
Melts 75 
Loses water 100 
Melts 804 
Boils 1413 
Loses H,O 150 
Melts 318 
Boils 1390 
Evolves oxygen 400 
Melts 35-40 
Melts 888 
Eflloresces 33 
Melts 56 
Melts 12-50 
Boils 344 
Decomposes 1100 
Melts 54-56 
Boils 383 
Loses water 180 
Melts 14-50 
Congeals 37—40 
Melts 115 
Melts 200 
Decomposes 215 
Melts 230 
Melts 170 
Melts 303 
Boils 1650 
Boils 228-230 
Melts 50 
Melts 18-51 
Melts 1560 
Boils 195 
Melts 55 
Melts 212 
Boils 277 
Melts 121-123 
Melts 38-54 
Decomposes 100 
Fuses 260 
Boils 730 
Melts 1800 
Decomposes 150 
Chars 125 
Decomposes 740 
Decomposes 50 
Sublimes 
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T.G.A. Convention in 
New York in May 

The entertainment 
committee of the Toilet Goods Asso- 
ciation is working on plans for the 
annual convention of the association, 
which will be held at the Biltmore Ho- 
tel, New York, May 26, 27 and 28. 
Charles E. Kelly again heads the com- 
mittee as chairman and other members 
are A. C. Burgund, Charles Fischbeck, 
B. J. Gogarty, P. W. Hyatt, W. E. 
Klaas, M. Lemmermeyer, W. P. Mur- 
ray, L. R. Root and Karl Voss. 


Drug Trade Dinner in New York 


The annual Drug 


Trade Dinner under the auspices of the 


Drug, Chemical and Allied Trades Sec- 
tion of the New York Board of Trade, 
Inc., is being held at the Waldorf- 
Astoria Hotel, New York, the evening 
of March 19. While attendance has 
been “limited” by the committee to 
1200, reservations indicate that fully 
that number and probably more will be 
present. The speakers selected by Lee 
H. Bristol, chairman of the program 
committee, are Col. Charles H. March, 
chairman of the Federal Trade Com- 
mission, and Merle Thorpe, editor of 
Vation’s Business. 


Fels Pays Annual Bonus 

Fels & Co., Phila- 
delphia, soap manufacturers, com- 
pleted distribution of its thirty-fifth an- 
nual bonus to workers on February 17. 
A part of the bonus was paid at Christ- 
mas time and the remainder when the 
books for the year were closed. Pay- 
ments are based on length and quality 
of service and the lowest rate this year 
was 221% per cent of the annual salary. 
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Bristol Heads Advertising Group 


Lee H. Bristol, vice- 
president of Bristol Myers Co., New 
York, has been elected chairman of 
the recently organ- 
ized Advertising 
Research Founda- 
tion. The organi- 
zation is an enter- 
prise to be con- 
ducted jointly by 
the Association of 
National Advertis- 
ers and The Amer- 
ican Association 





of Advertising 
Agencies. Ken R. 
Dyke, advertising manager of Colgate- 
Palmolive-Peet Co., is also a member 
of its board of directors. 


Mr. Bristol 


Soviet Cosmetic Heads Here 

Coincident with the 
announcement from Europe that an- 
other huge cosmetic plant would short- 
ly be erected near Moscow, Mrs. Lud- 
milla Chapochnikova and Mrs. Olga 
Karpovsskaia, who head the official 
Soviet perfumery business in Russia, 
arrived in this country for a tour of in- 
spection and period of study of the 
American cosmetic and toilet prepara- 
tions business. After spending some 
time in New York, they went to Flor- 
ida and will also go to California to 
study the growing cosmetic business 
associated with the Hollywood motion 
picture industry. 

They visited the plant of Allied 
Products, Inc., at Suffern, N. Y., with 
A. E. Mullen, general manager of the 
American Perfumers’ Laboratories 
division of the company. The party 
was conducted on a tour of inspection 


by John M. Williams, chief chemist. 





ts 


They listened intently to technical ex- 





planations. The president of the Am- 
torg Trading Corporation acted as in- 
terpreter for three of the Russians who 
did not speak or understand English. 
The foreign officials expressed their 
amazement at the size of the plant and 
their high regard for the efficient man- 
ner in which it is operated. While the 
Soviet’s representatives were in Suf- 
fern they were the guests of Allied 
Products at a luncheon arranged in 
their honor. Several other cosmetic 
plants in Metropolitan territory were 
also visited. 

Russian women, encouraged by the 
attitude of the Government, are begin- 
ning to take an ever-increasing interest 
in the cultivation of a fresh and dainty 
appearance, and the possibilities of cos- 
metics and perfumes as beauty aids are 
being more widely recognized. The re- 
sultant increase in the demand is being 
met by the Tezhe Trust, which is build- 
ing a new factory for the production of 
perfumery and cosmetics on the out- 
skirts of Moscow. This is to cost 75,- 
000,000 roubles, and is to be completed 
before the end of this year. The Trust, 
which is responsible for satisfying the 
needs of the whole country, has already 
sixteen factories in operation. Further 
expansion of the industry is expected 
to follow the American visit. 


Parentini Joins Spooner, Inc. 
Joseph Parentini, 
formely with Dermay, Inc., and more 
recently associated with Fallis, Inc., 
has joined Spooner, Inc., New York, as 
chemist and general manager. Mr. 
Parentini has had long experience in 
the industry and is well known. Sev- 
eral of the items he created are leading 
nationally distributed products. 





















































A striking Elizabeth Arden window display in which a huge reproduction 

of the Arden complexion chart is used in the background. This complexion 

chart is attracting considerable attention and interest in the stores and the 
use of the chart in this manner is very effective. 


Michigan Group's February 
Meeting 

A special feature of 
the February meeting of the Allied 
Drug & Cosmetic Association of Michi- 
gan was the talk on salesmanship given 
by Parker Holden, of Holden, Graham 
& Clark, advertising agency of Detroit. 
Mr. Holden told about the evolution of 
salesmen and their purpose. 

Three new members were taken in- 
to the association, Walter Daniels, 
Thomas B. Chadwick (Pfizer & Co., 
and I. F. Graham (Holden, 
& Clark, Inc.). Chairman 
Charley Harvey of the entertainment 
committee let some of the secrets out 
regarding the March meeting, inviting 
all golfers to be on hand for a highly 
entertaining, educational and spectacu- 
lar evening. The meeting was held 
26 in the Detroit 


Inc.), 
Graham 


February Leland 


Hotel. 


Victor Vivaudou W ins Injunction 


Victor Vivaudou 
has won the suit brought against Vimay 
Chany, Inc., Los Angeles, asking an 
injunction prohibiting that company 
from using the name “Prince de Chany” 
in the sale of perfumes and toilet prep- 
arations. In the case, Mr. Vivaudou 
claimed that he had originally supplied 
the products to Vimay Chany, but that 
the company later decided to manufac- 
ture the products itself. Mr. Vivaudou 
claimed trade-mark rights in the name 
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“Prince de Chany,” and this claim has 
now been upheld by the California 
Superior Court for Los Angeles 
County. 


Bourjois Denied Maine 


Injunction 

The Statutory Court 
which heard the suit of Bourjois, Inc., 
seeking to restrain the enforcement of 
the Maine Cosmetic Act, has handed 
down a decision denying the injunc- 
tion. The Court held that since no evi- 





dence of damage to interstate commerce 
had been shown the Court would not 
pass upon the constitutionality of the 
act, nor would it enjoin the state offi- 
cials from enforcing it. Counsel is now 
preparing additional evidence regard- 
ing the effect of the law upon interstate 
commerce in the hope of securing a 
definite ruling on the constitutional 
points involved. 

The Toilet Goods Association, in a 
bulletin recounting the action of the 
Court, has again urged members not to 
register their products until the issue 
is finally determined. 


Arden to Start Fencing Classes 


Beginning Tuesday, 
March 10, Joseph Fiems will give fenc- 
ing lessons at the Elizabeth Arden 
New York Salon, 691 Fifth avenue, 
every Tuesday and Friday afternoon 
from 2 to 4 P.M., for the remainder of 
He will be available for 
and will 
teach classes of six. These fencing les- 


the season. 
individual instruction, also 
sons will be available alike to begin- 
ners and championship players. 

Mr. Fiems is a graduate of the In- 
stitut. d’Education Physique Ecole 
d’Escrine Militaire of Brussels, which 
gives eight years instruction to _ its 
pupils. In addition to his new work at 
the Elizabeth Arden Salon, Mr. Fiems 
also is a Professor of Fencing at Bryn 
Mawr College, at St. John’s College of 
Brooklyn, and at the Sword Club of 
Philadelphia. 


F AVORITE PERFUMES 
OF FAMOUS WOMEN 


We asked a group of 
famous women, “Which 
is your favorite per- 
fume?” Here is the 
fifth group of replies 
to the inquiry.—Editor. 





NAME PERFUME MAKER 
Irene Rich Albano Bath Oil Matchabelli 
Joan Bennett Vague Souvenir Guerlain 
Vicki Baum Cing Fleurs Forvil 

Black Tulip Athins 

L’Origan Coty 

Louise Fazenda En Avion Caron 
Devonshire Violet Dunhill 

Frances Drake Moon Moss Arden 
Virginia Bruce Saludche Schiaparelli 
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Crown Cork & Seal Enters 


Can Making 

The Crown Cork & 
Seal Co., Inc., has purchased the en- 
tire outstanding stock of the Acme Can 
Co., Philadelphia, and will enter the 
business of can manufacturing through 
the facilities of the Acme company. 
The company will make a complete 
line of cans, including plain and litho- 
graphed tin boxes, beer cans, packers 
cans and metal containers and pack- 
ages of all types. L. Frederick Gieg, 
president of Acme Can Co., will con- 
tinue in that capacity. 

This step by Crown Cork & Seal 
not only materially expands the ac- 
tivities of this company, but also brings 
another important factor into the can 
manufacturing business, which until re- 
cently has been more or less dominated 
by a few large companies. In addi- 
tion to American, Continental and Na- 
tional, Owens-Illinois recently entered 
the field in a large way. Intense com- 
petition in the food and beverage in- 
dustries as well as in the smaller cos- 
metic field is forecast by these de- 
velopments. 


Coty Beauty Trophy 

The annual “Bal de 
Beauté” of the Incorporated Society of 
Artists in Commerce was held at the 
Royal Opera House, Covent Garden, 
London, last January. Coty (England) 
Ltd., awarded a silver beauty trophy to 


Views of the offices of Imperial 
Salons, Ltd., at Rockefeller Cen- 
ter, New York. Right: One of the 
private offices. 


wall display of Imperial products. 


Above: Recessed 
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“Miss Art in Commerce, 1936,” and 
the Ist, 2nd, and 3rd lady finalists in 
each competition each received a cof- 
fret containing Coty 
powder, etc. 


perfume, face 


Wares Reopens After Fire 

The Wares Co., 
Warsaw, N. Y., manufacturer of flavors 
and toilet preparations, has reopened 
its business after a disastrous fire late 
in January almost completely destroyed 
its plant and equipment. The company 
is now located at 103 Genesee street, 
Warsaw, and is manufacturing several 
of its former items with others to be 
added as rapidly as its facilities can 
be organized. 


O’Connor With Groville 
Frank O’Connor, 


for many years prominent in the sell- 
ing end of the toiletries business, is 
now associated as representative with 
Groville Sales Corp., New York. Mr. 
O’Connor will cover Eastern territory 
for the company. 


Furman & Co. Building Plant 


Furman & Co., 
Houston, Tex., has filed plans for the 
erection of a new plant at Commerce 
and North Delano streets, that city. The 
building will be a two-story frame 
structure with approximately 12,000 
square feet of floor space. It adjoins 
the present plant of the company. Ac- 
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cording to Leo M. Furman, president, 
the new unit will be used for the man- 
ufacture of flavoring extracts and fox 
storage space. 


American Home Products 


Buys Affiliated Products 


Arrangements have 
been completed for the acquisition of 
Affiliated Products, Inc., by Ameri- 
can Home Products Corp. Payment 
will be made by a transfer of stock 
on the basis of one share of American 
Home Products for five shares of Affil- 
iated. The latter company was formed 
in 1930 as a merger of Louis Philippe, 
Inc., Neet, Inc., Hopper - Kissproof, 
Inc., and their subsidiaries, and later 
took over Curran Laboratories, Inc. 
There already existed a stockholder 
and executive interest between Amer- 
ican Home Products and Affiliated. 

American Home Products Corp. is 
a holding company for a large num- 
ber of cosmetic and proprietary rem- 
edy manufacturers. 


Gussoff Back from Vacation 


George Gussoff of 
Sagamor Metal Goods Corp., Long 
Island City, N. Y., and Mrs. Gussoff 
have returned from. a vacation trip in 
Florida. Most of their time was spent 
in Miami and its vicinity, where Mr. 
Gussoff had ample opportunity to in- 
dulge in his favorite recreation, 
swimming. 
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California Association Meetings 


At the annual meet- 
ing of the California Cosmetic Asso- 
ciation, the following directors were 
elected for the coming year: H. Hars- 
fall of Ivoral Hollywood, who was 
also named president; Maurice Gold- 
man, Max Factor Sales Corp., vice- 
president; J. M. Clark, Charm Prod- 
ucts Co., 2nd vice-president; Davis 
Factor, Max Factor & Co., Inc., sec- 
retary; F. A. Fetsch, California Cos- 
metic Corp., treasurer; and H. Clyde 
Balsley, Katherine MacDonald Co.; 
Frank Overton, Overton Laboratories; 
Andrew Norman, Merle Norman, Inc.; 
and William Nassour, Castilian 
Products Co., Inc. 

The regular February meeting of the 
association at the Knickerbocker Ho- 
tel in Hollywood was a very interesting 
affair. Talks were given by Mel Bern, 
make-up director of R.K.O. Studios; 
Capt. Balsley, vice-president of the 
Toilet Goods Association, and F. A. 
Fetsch, chairman of the foreign trade 
committee of the California association. 
Capt. Balsley told of the California 
Unemployment Reserves Act, a topic 
of considerable interest at this time, and 
Mr. Fetsch gave the assemblage some 
interesting and pertinent information 
on foreign trade and its potentialities 
as the market exists today. 

Mr. Bern then disclosed some of the 
make-up secrets of the large motion 
picture studios, and outlined the ob- 
jectives which are sought today in con- 
tradistinction to the way make-up was 
applied in the earlier days. 

Stress is laid now, Mr. Bern said, 
upon naturalness. No attempt is made 
now in the studios to accentuate. The 
days when the mouth of the feminine 
star was heavily accented to stand out 
as a pouting splash of color are gone. 
No longer are eyes made up to seem 
deep, dark pools of allure. Now lips 
are drawn to show their natural outline 
and eyes are shadowed lightly, only 
so that they will photograph well. 

The use of colored eye shadow, Mr. 
Bern explained, should be limited to 
shades of brown. Starting with the 
line of the eyelashes, this brown shadow 
is applied in diminishing accent over 
the upper lid to vignette out before the 
eyebrow is reached. The depth of the 
eye should be balanced by the lipstick 
that a harmonious ensemble is 
achieved without either lips or eyes be- 
ing unduly accented. 

Mr. Bern attaches much importance 
to the hair dress as part of the make- 


so 


78 


WOLF AWARD 
**Five 
Star”’ anti-freeze, 
E. I. du Pont de 
Nemours & Co., 
designed by Jim 
Nash. 


Above: 


Right: Hewitt’s 
Dog Soap, Hewitt 
Soap Co., enter- 
ed by Martin F. 
Schultes, 
ed 


design- 
by &. P. 
Murtha. 


Tize 


up. A picture is made, he declared, in 
making up the face. That picture, when 
completed, must be fittingly and har- 
moniously framed. 


Packaging Exposition 
in New York 

The Sixth Annual 
Packaging Conference and Exposition 
was held at the Pennsylvania Hotel, 
New York, March 3 to 6. The entire 
ballroom floor of the hotel was oc- 
cupied by booths, which in number 
and attractiveness surpassed by a 
wide margin those of previous shows. 


Conferences and clinics on the va- 
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rious phases of packaging were held 
each morning and afternoon during 
the week. 

Among the program features of spe- 
cial interest to manufacturers of toilet 
preparations was the session on unit 
packages under the direction of Oliver 
E. Benz, director of sales of the 
duPont Cellophane Co. Unit pack- 
ages were given a complete session 
with a discussion on the relation of 
packaging to merchandising and ad- 
vertising by Clyde L. Eddy, manager 
of the merchandising department of 
E. R. Squibb & Sons, New York City. 


A special session on packaging ma- 
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Pepsodent 
The 


en- 


Right: 
Tooth Powder, 
Pepsodent Co., 
tered by American 
Coating Mills, Inc. 


Below: Sun Cream, 
Harriet Hubbard 
Ayer, entered by Na- 
tional Collapsible 


Tube Co. 





















chinery was addressed by William M. 
Bristol, Jr., vice-president of Bristol- 
Myers Co., and F. C. Chase, assistant 
superintendent of Squibb production. 
There was also a packaging clinic at 
which certain packages were discussed 
and criticized in detail by a group of 
production men, designers and engi- 
neers. This session could not be re- 
ported under the rules of the confer- 
ence. 

The Wolf Award for outstanding 
work in packaging during the year 
was presented at a special luncheon 
meeting with Irwin D. Wolf, donor 
of the award, presiding. The Wolf 
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Upper right: Joan 
Miller Pine Bath, en- 
tered and used by 
Pennsylvania Drug 
Co., designed by Joe 


Griffiths. 
Right: 


cific 
Co., entered by Mce- 
Cann- Erickson, 


Pa- 


Coast Borax 


Boraxo, 


Ince. 


Winners 


Trophy went this year to the “Five 
Star Anti-Freeze” container, entered 
by E. I. duPont de Nemours & Co. 
The awards this year were in twen- 
ty classes designed to embrace all of 
the important features of packaging. 
Awards were made in sixteen of these 
twenty classes. Prizes to toilet prepa- 
rations and soap were awarded as fol- 
lows: “Pepsodent” tooth powder, first 
in class of most effective packages 
making use of a single color; “Bor- 
axo,” first for most effective use of 
design to create shelf visibility; Hew- 
itt’s dog soap, honorable mention for 


most effective redesigned package: 
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Harriet Hubbard Ayer 
first for most effective package de- 
signed to add to consumer conveni- 
ence; Joan Miller pine bath, honor- 
able mention for most effective use of 
layout and decorative design with 
particular emphasis on both merchan- 
dising value and beauty. 

Among the exhibitors at the exposi- 
tion were: Armstrong Cork & Insula- 
tion Co., Bakelite Corp., Continental 
Can Co., General Plastics, Inc., Owens- 
Illinois Glass Co., Plaskon Co., 
Stokes & Smith Co., The Foxon Co.., 
Sefton National Fibre Can Co., du- 
Pont Cellophane Co., Celluloid Corp. 


sun cream, 
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Nebraska Associations Merge 
Officers of the Ne- 


braska National Hairdressers’ and Cos- 
metologists’ Association voted Febru- 
ary 25 to dissolve their organization 
and to merge with the Nebaska State 
Association of Cosmetology. This ac- 
tion came at the end of a three-day 
meeting of the seventh annual Trans- 
Mississippi beauty show and conven- 
tion held at Omaha. 


Sentenced in Perfume Sale 


Sale of a spurious 
perfume alleged to be Lanvin’s “My 
Sin” resulted recently in a sentence of 
three months in the work-house for 
Jerome Schwartz. Sentence was im- 
posed by Judges sitting in Special Ses- 
sions. This is one of the stiffest sen- 
tences ever to be meted out for such 
an offense and should be an effective 
aid in the drive to check such abuses. 

Schwartz, formerly trading as the 
S. S. Drug Company, 1407 Broadway, 
was convicted under the specific charge 
of selling perfume supposed to be Lan- 
vin’s “My Sin,” which was submitted 
for chemical analysis and determined 
by expert testimony to be only an 
imitation. The perfume in question was 
purchased at the cut-rate price of $0.67 
a gram. The regular retail price per 
gram of “My Sin” is $1.25. 


Shaw Now with Mennen 


Oliver Shaw, for the 
last three years connected with the ad- 
vertising department of the Procter & 
Gamble Co., Cincinnati, is now foreign 
sales manager of the Mennen Co., New- 
ark, N. J. Mr. Shaw has had consider- 
able experience in the export field with 
the Gillette- Safety Razor Co., and 
prior to that with Lawrence & Co. 


Continental Buys Armour Can 


Continental Can 
Co., New York, has purchased the can- 
making facilities of Armour & Co., in 
Chicago, and will operate it as a unit. 
A contract to supply Armour & Co. 
with cans was made. 


Root-Mandabach Moves 


Root-Mandabach 
Advertising Agency, which handles the 
account of Dodge & Olcott Co., New 
York, has moved into larger and more 
commodious quarters in the same 
building at 20 North Wacker drive, 


Chicago. 
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ALL-AMERICA PACKAGE AWARDS 


The accompanying pictures show the toilet goods, soap 
and cosmetic packages which won awards in the 
annual All-America Packaging Competition, sponsored 
hy Medern Packaging. The jury of award consisted 
of Kay Austin, Vaughn Flannery, George KR. Webber, 
William M. Bristol, Jr., and Gordon C. Young. 

1. Silver Medal for Set-up Boxes, White knight molded 
soap, Kerk Guild, Inc. 2. Silver Medal, Miscellaneous 
Group, Desirez Moi Perfume in glass package, Frederick 
Stearns & Co. 5. Silver Medal, Family Group, Complete 
line of Pinaud Toiletries, Pinaud, Inc. 4. Gold Medal 
for Family Packages, T. B. S. Toiletries, Terminal Beauty 
Salons, Inc. 5. Silver Medal for Display, Princess of 
Hollywood Cosmetics mirror display, Castilian Products 
Corp. 6. Gold Medal for Wrappings, Fels-Naptha Soap 
Chips, Fels & Co. 


Leppart to Head Salesmen 


John C. Leppart has 
been nominated president of the Sales- 
men’s Association of the American 
Chemical Industry, and mail ballots 
have been sent out for the election. 
Charles Lichtenberg will be vice-presi- 
dent; Charles E. Kelly, secretary; and 
Walter J. Murphy, treasurer. Execu- 
tive committee members nominated are 


Joseph Wafer and DeWitt Thompson. 


Monsanto Buys Dayton 
Company 


Monsanto Chemical 
Co., St. Louis, has acquired Thomas & 
Hochwalt Laboratories of Dayton, 
Ohio, and its subsidiary, the Dayton 
Synthetic Chemicals, Inc. 




















Kelly Opens Boston Office 
Robert C. Kelly, for 


the last six years vice-president of John 
Powell & Co., Inc., New York, has 
opened an office in Boston where he 
will act as sales representative for the 
company in New England territory. He 
will also represent Aromatic Products, 
Inc., New York. In addition to the New 
England States, Mr. Kelly will cover 
Northern New York and the Eastern 
part of Canada. 


Morrison with New Company 


C. Alana Morrison 
has advised us of his resignation from 
the staff of Parfumerie Nissery, Bos- 
ton, to assume control of Auvergne & 
Cie., also of that city. Mr. Morrison is 
well known to the trade through the 
New England and Middle States terri- 
tory. 


Denning Returns from Cruise 
George S. Denning, 
vice-president of W. U. Ritchie & Co. 
Chicago, Ill, has returned from a 
pleasure trip to the West Indies in com- 
pany with Mrs. Denning. Mr. and Mrs. 
Denning were away for over a month 
and the trip included a stay at Nassau 


and also in Miami Beach. Fla. 


MacGregor Method Moves 

The MacGregor 
Method of Rejuvenation, Chicago, 
manufacturer of toilet preparations, 
has moved to larger and more conveni- 
ent quarters at 350 North Clark street. 


Chaleyer in New Quarters 

Ph. Chaleyer, Inc., 
New York, has moved its New York 
offices, manufacturing and_ research 
laboratories to 160 East 56th street, 
where larger space on the tenth floor 
has been taken. 


Sanctions Bring Italian 
Development 


The Italian cos- 
metics and perfumery industry is mak- 
ing every effort to turn the Counter- 
Sanctions movement to good account 
by breaking the prejudice of the public 
in favor of well-known foreign brands. 
It is determined to comply in the fullest 
possible measure with the exhortations 
of the Fascist Federation of Industries 
to market only goods which can be 
designated as “Italian.” Even foreign 
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PACKAGE SHOW 


brands which have become univerzally 
known (Atkinson’s and Yardley’s are 
cited as examples) are, as far possible, 
to be supplanted. Leaders of the in- 
dustry advise that the secret of their 
composition, packing, and presenta- 
tion should be carefully studied, not 
in order that they may be slavishly 
imitated, but that the reason for the 
popularity may be discovered. Italy, 
they emphasize, posse-ses all the re- 
quirements for the production of her 
own eau de Cologne; and Italian lav- 
ender, again, is in their opinion, of an 
incomparable freshness, and could well 
replace the foreign brands. The 
“thoughtless admiration” of the pub- 
lic for the smartness of the powder 


boxes and perfume bottles designed by 


the French “Maestros” must be over- 
come, 

The manufacturers are doing their 
ulmost to devise distinctive Italian per- 
fumes and cosmetics, and to insure by 
advertising that clients will give them 
as willing a reception as possible. Most 
of the manufacturers are laying stress 
in their advertising on the patriotic mo- 
tive, in the hope that once prejudice 
against their new brands can be over- 
come in this way, ladies will continue 
to buy them for their actual merits. 
Much use is being made in the appeal 
to the public of such slogans as “Italian 
Perfumes and Cosmetics for Italian La- 
dies,” “The Perfume is the Lady,” “The 
Italian Lady should buy Italian Per- 
fumes.” 


The American Perfumer 








————— 
es 







ihe ye 


ilo Na ay 























Ss 





ay 
rod, 





EXHIBITORS 


British Industries Fair Displays 
The 1936 British 
Industries Fair, which surpassed all its 
predecessors in size, was held at Olym- 
pia and the White City, London, and 
at Castle Bromwich, Birmingham, Feb- 
ruary 17 to 28. Essential oils were 
well represented. In the Empire sec- 
tion, limes oil, bitter orange oil and 
sweet orange oil from the British West 
Indies, and Mysore sandalwood oil 
were exhibited; English distilled oils 
were shown by Stafford Allen & Sons, 
Ltd., W. J. Bush & Co., Ltd., and 
Whiffen & Sons, Ltd.; and there was 
an interesting display of terpeneless 
oils by A. Boake, Roberts & Co., Ltd. 
The return of Stafford Allen to the 
Fair, after many years of absence, is 
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very welcome. In addition to English- 
distilled oils of anise, buchu, caraway, 
cardamoms, cascarilla, chamomile, 
clove, coriander, cubebs, ginger, lav- 
ender, nutmeg and sandalwood, this 
firm also exhibited isolates, com- 
pounded perfumes, gums (including 
karaya and tragacanth), and a range 
of pyrethrum products. The firm is 
represented in the States by Ungerer & 
Co., New York. 

The name of Bush is well known in 
America; and in addition to essential 
oils and the firm’s well-known lines in 
synthetics, compounds and flavoring es- 
sences, an interesting range of abso- 
lutes, concretes, resinoids, and _tinc- 
tures was displayed, the quality of 
which justifies greater interest than is 





being taken in them at the moment. 
Special mention may be made of the 
firm’s new grades of benzyl cinnamate 
and benzyl salicylate, the latter of 
which has a m.p. of 23.6°C. 

Among new products shown by 
Boake, Roberts & Co., mention should 
be made of neroli oil from Rhodesia; 
Ambris, a new artificial ambergris; 
and a range of rhodinols from various 
oils. This firm showed a very large 
range of synthetics manufactured in 
England, gamma-undecalactone 
(“peach aldehyde”) being a recent ad- 
dition. The firm also manufactures 
esters of para-hydroxy-benzoic acid. 

Cyclo-hexanol esters are new to the 
perfume industry. Four of these, the 
acetate, butyrate, valerianate, and 
phenyl-acetate, were exhibited by How- 
ards & Sons, Ltd. The last-mentioned 
has a rosaceous odor, the others have 
fruity odors, not unlike those of amyl 
esters, but definitely softer. Cyclo- 
hexanol valerianate is especially inter- 
esting, as its aroma recalls that of the 
custard apple. 

Among other chemicals shown of 
interest to the cosmetic industry, men- 
tion should be made of the display of 
titanium dioxide, by British Titan 
Products Co., Ltd., with which firm is 
associated the Titanium Pigment Co., 
Inc., of U.S. A., and a display of alum 
crystals, and of a specially light grade 
of amorphous silica by Peter Spence & 
Sons, Ltd., of Manchester. 

In the section devoted to toilet soaps, 
finished perfumes and cosmetics, a no- 
table exhibit was that of Morny, Ltd., 
represented in the States by the Morny 
Sales Co., New York. Morny is spe- 
cializing in the production of brilliant- 
ly colored soaps to harmonize with 
bathroom decoration. The latest ad- 
dition, seen for the first time at the Ex- 
hibition, is black soap, available in the 
celebrated “Chaminade” series. By a 
careful choice of coloring matter, a 
perfectly black soap has been achieved 
which gives a white lather and does not 
discolor the towel. Complexion pow- 
der packed in non-spilling travel boxes, 
made of various colored plastics, with 
screw-on lids fitted with cork washers, 
concentrated bath essences, and a 
range of lipsticks of superfine quality, 
were among other new lines exhibited 
by this firm, whose products represent 
the highest standard of British excel- 
lence. 

Attractive lines in toilet soaps were 
also shown by Cussons, Sons & Co., 


Ltd., and by Charles Midgley, Ltd., 
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which latter firm had a special display 
of novelty lines in soaps for the Easte: 
trade. 

Not many new perfumes were shown. 
Mention, however. 
Potter & Moore's 


available in very 


may be made of 
“Garland,” which is 
convenient contain- 
ers for the handbag, fitted with plastic 
caps which, when in place, render the 
containers perfectly disk-shaped; and 
of “Wintersweet” and “Celesta” of 
Zenobia, Ltd. The former of these two 


perfumes is designed to reproduce the 


fragrance of Chimonanthus fragrans 
Lindl., while the latter is a heavy but 
pleasing composition of an Oriental 
type. Among old favorites, mention 
may be made of Bathes “Devon Vio- 
lets” packed in jars of Watcombe pot- 
tery. It is said that 30,000 jars of this 
perfume were exported to one firm in 
the States as a result of the last British 
Industries Fair. George A. Cranfield, 
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Lid., Santa Monica, Calif., 

firm’s sole American agents. 
Mrs. Pomeroy, Ltd., had a nice dis- 

play of the Pomeroy skin-food, which 


has won for itself a good reputation 


are the 


in Great Britain. Developments in ex- 


port trade with America are antici- 


pated. An interesting novelty shown 
by the Hand & Nail Culture Institute, 
Ltd., was a new type of nail polish 
This 
“Kreemoover,” is in cream form and 
is packed in collapsible tubes. 

C. Keith Thomas (Parent), Ltd., a 
firm represented in Canada by W. B. 
Hughes, of Wellington Agencies, To- 
ronto, showed their “Chic-pak” pow- 


remover. product, known as 


der boxes, which have been described 
and illustrated in THE AMERICAN Per- 
FUMER. In addition, a new type of pro- 
pelling cream container for the hand- 
bag was shown. This has a nickel-plated 
silver nozzle to prevent corrosion. 
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An interesting development in pack- 
ing was foreshadowed in the display of 
some sample powder boxes made in 
Diakon, the new glass-like plastic of 
Imperial Chemical Industries, Ltd. It 
is now possible to obtain this plastic 
in various pastel shades. I.C.I.’s new 
pigment, “Monastral Fast Blue BS,” 
was the product selected for display 
this year on the stand of the Associa- 
tion of British Chemical Manufactur- 
ers as representing the outstanding 
achievement of the chemical industry 
during the year. The new pigment is 
understood to be an organic substance 
of great complexity derived from 
phthalimide and containing copper. 
The great stability of the pigment and 
its resistance to the action of acids and 
alkalies suggest that it might be suit- 
able for use in cosmetics. The color. 
which is a very cool blue, is certainly 
a desirable one. 
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Verley Composition Played 
by St. Louis Symphony 


“Cloches dans la 
vallee” (Bells in the valley), a com- 
position for full symphony orchestra 
composed by Dr. Albert Verley, was 
given its world 
premiere on Feb- 
ruary 7 by the St. 
Louis Symphony 
Orchestra) under 
the direction of 
Wladimir Golsch- 
mann. Dr. Verley 
is well known here 
for his researches 





in perfumery and 


Dr. Verley 


perfume materials, 
but his splendid 
talents as musician and composer, 
which have attracted wide attention in 
Europe, will come as a surprise to 
many of-his friends in America. 

Dr. Verley has composed several im- 
portant orchestral works, among them 
a series of symphonic poems which he 
has described as Pastels sonores ( pas- 
tels in sound). Others of his composi- 
tions are Chevauchee fantastique (Fan- 
tastic Cavalcade) and Procession Fleu- 
rie (Flower Parade). Of his latest 
work, the composer writes: 

“It is sunrise. The pure air of the 
morning transmits in crystalline tone 
the sound of the bells of the village. 
Nature awakes, and the sun quickly 
scatters the shadows that hover over the 





valley. 





The scene changes and the 
music evokes the twilight, the bell- 
tones tinged with melancholy as the 
evening falls. From afar the song of 
a flute dies away in the afterglow of 
the day’s last gleam. Now, at its close, 
the music evokes the spirit of a day of 
festival, lively and gay, with all the 
bells of the valley ringing joyously 
across the plain.” 


Scott Advanced by Swindell 


Joseph B. Scott, who has 
just been appointed general sales 
manager for Swindell Bros., Inc., Balti- 
more, Md., has returned from a busi- 
ness trip in com- 
pany with Harris 
Whitaker of Bour- 
jois, Inc., Harry 
Grubb of the 
Oxzyn Co. and 
Wert- 
heimer, son of 
Pierre Wertheimer 
of Bourjois. While 


in Havana, Mr. 


Jacques 





Scott spent most of Mr. Scott 

his time cooperat- 

ing with Roberto Ortiz, representative 
of his company in Havana. 

Mr. Scott joined the New York City 
sales force of Swindell Bros., Inc., in 
1927. He continued in this capacity 
until 1933 when he was appointed man- 
ager of the New York office and Janu- 
ary 15 of this year, he was made gen- 





eral sales manager of the company. 









He will continue his offices in New 
York City and will have jurisdiction 
over the entire country, with branch 
offices in Chicago, Boston and San 
Francisco. The main office and fac- 
tory of the company is located in Balti- 
more. 


Tysdal Visits Ungerer Offices 

E. M. Tysdal, Chi- 
cago and Mid-Western representative 
for Ungerer & Co., New York, spent 
several days at the company’s princi- 
pal offices early in March, conferring 
with F. H. Ungerer, president, and 
other officials of the company. Mr. 
Tysdal reports that business in essen- 
tial oils and other raw materials in the 
Chicago territory has been reasonably 
good and that the trade looks forward 
to an active spring and early summer. 
Under his direction, the Ungerer office 
in Chicago is making steady progress. 


Empire Distilling in 
Yonkers Plant 

The Empire Distill- 
ing Corp., industrial aleohol producer, 
is now located in its new plant at 
Yonkers, N. Y. The plant is on the 
Hudson waterfront ‘and accessible to 
both rail and water shipments. It is 
most conveniently located and well 
equipped. 


Executives and employees of Fritzsche Brothers, Inc., New York, at their annual banquet and dance held at the 


Hotel New Yorker, February 21. 


made to Mr. Leonhardt, to the executives and to the ladies present. 


A brief address was made by F. H. Leonhardt, president, and toasts were 
Music was supplied by an eight-piece 


orchestra, and the affair was acclaimed the best in the history of this 65-year-old essential oil house. 
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Lathrop Colgate 


Lathrop Colgate, a 
son of the late Bowles Colgate for many 
years head of Colgate & Co., Jersey 
City, Died March 6 at his home in Bed- 
ford Township, N. Y. Mr. Colgate was 
a vestryman of St. Matthew’s Epis- 
copal Church of Bedford and was 
active in philanthropic affairs in 
Northern Westchester County. He was 
59 years old and had been a resident of 
Bedford for more than 30 years. His 
widow and a daughter, Mrs. Charles B. 
Salisbury of New York, survive. 


Adam Buehler 


Adam Buehler for 
44 years connected with George Lue- 
ders & Co., New York, died at his home 
in Floral Park, L. I., February 20, at 
the age of 64. Mr. Buehler was born 
in Mannheim, Germany, and entered 
the employ of the Lueders company 
soon after he emigrated to this country. 
He was for many years head of the 
shipping department, a position which 
he filled with exemplary efficiency and 
loyalty. Funeral services were from 
his late home and burial at Greenfield 
Cemetery, Hempstead, L. I, Febru- 


ary 23. 


Russell C. Price 

Russell C. Price, 
president of the Price Flavoring Ex- 
tract Co., Chicago, and son of Dr. Vin- 
cent C. Price, founder of that company, 
died February 16 at Pasadena, Calif., 
where he was visiting a daughter. Mr. 
Price was 82 years old. Surviving are 
his son, Edwin P. Price, vice-president 
of the flavor company, and a daughter, 
Mrs. Byron Swearingen. 


Franz A. Assmann 


Franz A. Assmann, 
one of the pioneers in the can manu- 
facturing industry, died at his home in 
East Orange, N. J., February 19, at 
the age of 83. Coming to this country 
from Germany as a boy of 19, Mr. 
Assmann started work in a New York 
tin shop. He became foreman and 
superintendent and then formed a part- 
nership with its owner under the name 
Hass & Assmann. 

The new company rapidly became 
prominent in the manufacture of tin 
cans and, when the American Can Co. 
was organized as a merger of a num- 
ber of small units, the firm became a 
part of the merger and Mr. Assmann 
was made vice-president. The following 
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year he was elecied president and 
served in that capacity until 1904 when 
he resigned to become one of the or- 
ganizers of the Continental Can Co. He 
was chairman of the board of the latter 
company from 1913 until 1922 when 
he retired from business. 

He leaves his widow, Mrs. Maria 
Assmann, two sons, Frederick of Syra- 
cuse, N. Y., and F. A. Assmann, Jr., of 
Essex Falls, N. J., and two daughters, 
Mrs. Arthur G. Chase of Syracuse and 
Mrs. Earl Leroy Wood of Newark, 
N. J. 


Charles J. B. Swindell 


Charles J. B. Swin- 
dell, president of Swindell Bros., Inc., 
Baltimore, Md., manufacturers of 
glassware, died at his home in that city, 
February 20, at the 
age of 77. Mr. 
Swindell was born 
in Baltimore, a son 
of the late Wil- 
liam and Henrietta 
Swindell, and was 
educated in the 
public schools and 
at Baltimore City 
College. 

After leaving 
school he entered 
the Swindell company, which had been 
organized by his father and older 
brothers, and at the age of 25 became 
a member of the firm. He was elected 


The Late 
C. J. B. Swindell 


president in 1934 upon the death of 
his brother, Walter B. Swindell. 

He was president of the vestry of the 
Church of the Prince of Peace and 
superintendent of the Sunday School, 
as well as a past-president of the Men’s 
club of the church. He was also a mem- 
ber of the Kiwanis Club, the Church- 
men’s Club, Merchants’ Club and the 
Baltimore Country Club. Surviving 
are his widow, Mrs. Margaret P. Swin- 
dell, and a sister, Mrs. Frank E. Davis. 
of Los Angeles, Calif. 


Frederick S. Magnus 

Frederick 5S. Mag- 
nus, vice-president and treasurer of the 
Maas & Waldstein Co., makers of lac- 
quers and allied lines, died at his home 
in Montclair, N. J., February 16, at the 
age of 65. Surviving are his widow, 
Mrs. Elinor Ake Magnus, and four 
children, Marilyn, and Frederick S., 
of Montclair, Gustave M. of Los An- 
geles, and Robert F. Magnus of Pomp- 


ton Lakes, N. J. 








Dr. George D. Rosengarten 


Dr. George D. Ros- 
engarten, eminent chemist and past- 
president of the American Chemical 
Society, died at his home in Philadel- 
phia, February 24, at the age of 57. 
Dr. Rosengarten was a native of Phila- 
delphia, where for many years his 
family had been engaged in the chemi- 
cal business. He was graduated from 
the University of Pennsylvania in 1890 
and two years later received his Ph.D. 
from the University of Jena, Germany. 
For years he was connected with the 
old firm of Rosengarten & Co. and was 
later vice-president of Powers-Weight- 
man-Rosengarten Co., successor to that 
company. Following the merger of his 
company with Merck & Co., he retired 
from active business, devoting himself 
to scientific pursuits. He was a member 
of all of the leading chemical societies 
as well as of the Revision Committee 
of the U. 


ing is his widow, Mrs. Susan Rosen- 


S. Pharmacopoeia. Surviv- 


garten. 


Jean Patou 

Jean Patou, prom- 
inent Paris fashion expert and cou- 
turier and president of Jean Patou, 
Inc., perfumes, New York, died sud- 
denly in Paris, March 8, at the age of 
17. Mr. Patou was born in Paris, the 
son of a poor leather worker, but early 
abandoned his father’s line of business 
for the dressmaking trade. He rapidly 
achieved fame and fortune and became 
one of the best known of the French 
designers. He entered the perfume field 
in America in 1930, organizing his own 
company for that purpose. Toward the 
close of his life he met with reverses 
and at the time of his death his dress- 
making house was operating in re- 
The perfume enterprises 
here and in France will be continued. 


ceivership. 


Potter & Moore Advertising 


Abroad 

In collaboration 
with the London Daily Mirror, Messrs. 
Potter & Moore, Ltd., of London, have 
organized a nation-wide beauty contest 
for users of their Mitcham lavender 
powder-cream. Awards will be based 
on photographs, and 1000 prizes will 
be given every week for six weeks, be- 
ginning March 1. Retailers are being 
supplied with appropriate bills for 
window display, and with discs enti- 
tling users of the cream to compete, one 
disc being given with every jar sold. 
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New Products and Processes 


Under this heading are published 
brief articles concerning interesting 
new products and processes offered in 
the industry. "The material is in every 
instance furnished by the sponsor of 
the product and the article is not to 
be considered an endorsement by this 
journal. 


A new capper has been designed by 
Ertel Engineering Corp., New York, to 
perform at no operating cost and with 
a minimum of physical effort. The 





speed of capping depends on the effi- 
ciency of the operator in moving from 
bottle to bottle. Requiring no wrist 
motion, hours of continuous use will 
not tire the operator. Various chucks 
to fit different size caps may be ob- 
tained and are easily interchangeable. 


“A new group of fixatives—Duro- 
fix, F. B..—has just been announced 
by Fritzsche Brothers, Inc. This series 
is said to be especially adapted to use 
in perfumes, bath salts, toilet soaps 
and other products in which the fixa- 
tion agent is not intended to contribute 
markedly to the odor complex. Duro- 
fix, F. B. has a very faint, mild and 
ester-like odor, not at all noticeable 
when mixed with essential oils, aro- 
matic chemicals or mixtures of same. 
It combines readily with all of these 
without causing any discoloration. 
Durofix, F. B. is substantially a non- 
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drying material; when exposed to air 
it dries at a very slow rate with prac- 
tically no change of color.” 


Commercial Solvents Corp., New 
York, has placed on the market “Ross- 
ville” anhydrous alcohol, which, the 
company states, is manufactured by a 
new. process in which neither benzol 
nor alkali is used. 


Stokes & Smith Co., Philadelphia. 
Rotary Powder Filling Machine. 

“This rotary filling attachment is 
connected with our ‘Universal Filling 
Machine.’ When arranged in this way 
we can fill drums from 1 inch to 3 
inches in diameter, about 14 to 2%4 
inches deep at the rate of 50 packages 
per minute with one operator. This 
machine will give an absolutely clean, 
accurate fill with the powder packed 
uniformly into the drum, and is very 
satisfactory for drums with a Cello- 
phane face. 

“We have recently installed several 
of these machines with one of the large 
face powder manufacturers for their 
small sample drums, and this is work- 
ing out very satisfactorily. 

“Another advantage of this machine 
is that the rotary attachment can be 
removed and the machine can then be 
used as our standard ‘Universal Fill- 
ing Machine’ for other types of con- 
tainers—cans, jars, boxes, etc., filling 
by packing, or by weight, or by mea- 
surement. 





NEW COMPANIES 


Acqua D’Oro Corp., New York, cos- 
metics, 200 shares no par value. Filed 
by Francis B. Upham, Jr., Chrysler 
building, New York. 

Allied Cosmetics, Inc., New York, 
cosmetics, 100 shares no par value. 
Incorporators: Henrietta Zeichner, 
2690 Webb avenue, Bronx, N. Y.; 
F. Augusta Weissman, 426 E. 22nd 
street, Brooklyn, N. Y.; Bessie Lieber- 
son, 105 Post avenue, New York. Filed 
by Kadel, Van Kirk & Trencher, 122 
E. 42nd street, New York. 

Alni, Inc., 201 Vinewood avenue, 
Detroit, Mich., toilet goods. Organized 
by John Hartman. 

Baby Headquarters of America, Inc., 
| North La Salle street, Chicago, III., 
baby products, soap, etc., 10 shares no 
par value common. _ Incorporators: 
Frank Greenberg, Eugene Florsheim 
and Leon Wolfson. Filed by Levinson, 
Becker, Peebles & Swiren, 1 La Salle 
Street building, Chicago. 

Greygo Corp., 757 Covington drive, 
Detroit, Mich., hair restorer, 250 shares 
no par value. Organized by Hugh R. 
Dodge. 

Hartman Laboratories, 201 Vine- 
wood avenue, Detroit, Mich., toilet 
goods, $10,000. . Organized by John 
Hartman. 

Lady Youth Cosmetics, 35 to 41 Put- 
nam avenue, Detroit, Mich., cosmetics. 
Formed by Abdon Farran. 

La Joie Laboratories, 133 East 2nd 
street, Cincinnati, cosmetics. 

Products of Verley - France, Inc., 
New York, perfumes, cosmetics, 100 
shares no par value. Incorporators: 
Ida Sack, 1901 Hennesy place, Bronx, 
N. Y.; Edna Bomse, 1915 Billingsley 
terrace, Bronx, N. Y.; Esther Alensky, 
752 Pelham parkway, Bronx, N. Y. 
Filed by Albany Service Co., N. Y. C. 

Super Service Cosmetic Labora- 
tories, 192 Morrell street, Detroit, 
Mich., cosmetics. Organized by N. G. 
M. Gerrie. 

Universal Brands, Inc., New York, 
tooth powders, astringents, 100 shares 
no par value. Incorporators: Nicholas 
Nayfack, 320 Central park, West, New 
York; Jane M. Franklin, The Barbi- 
zon, New York; Margaret J. Wright, 
2155 Gleason avenue, Bronx, N. Y. 
Filed by Newgass, Nayfack & Wald- 
heim, 350 Madison avenue, New York. 

Zamor Laboratories, 708 Harper 
street, Detroit, Mich., toilet goods, cos- 
metics and flavoring extracts. Formed 
by Mary L. Thomas. 
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Travellers’ Luncheon Meeting 

Sixty-five travellers 
calling on the drug trade throughout 
Ontario, as well as several prominent 
executives, attended a regular monthly 
luncheon of the Travelling Men’s Aux- 
iliary to the O.R.D.A., also several out- 
standing druggists from the Toronto 
Retail Druggists Association were 
present. 

Among the guests were Marwood 
Parish recently elected president of the 
Toronto retail Druggists association 
and Charles G. Whebby re-elected to 
the chairmanship of the board. The 
special speaker was Mr. Whebby who 
chose for his subject, “You're Telling 
Me!” and he urged the necessity of 
travellers seeing that there is a mutual 
feeling of respect between them and 
druggists upon whom they call. 


Wilkins to London 
for Viceroy 

R. S. Wilkins - has 
been appointed resident manager for 
Great Britain by the Viceroy Manu- 
facturing Co., Ltd., Toronto. His 
headquarters will be in London. Mr. 
Wilkins has been Ontario manager of 
Viceroy Manufacturing Company for 
four years prior to which he served 
for several years as secretary of the 


Toronto Board of Trade. 


Whitlow Has Sales Convention 


Salesmen from all 
over Canada of the Fred J. Whitlow & 
Company, Ltd., and W. A. Sheaffer Pen 
Co. of Canada assembled in Toronto 
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at the annual sales convention recently. 
The meeting was conducted by Mr. 
Whitlow who is president of both com- 
panies and he emphasized the neces- 
sity of every man expressing his opin- 
ion and advancing ideas. Discussions 
took place covering the products of 
both companies and the question of 
prices, terms, direct selling, coopera- 
live advertising and merchandising. 
Altogether, Mr. Whitlow reported, it 
was one of the most enthusiastic sales 
meetings held in the history of the firm. 


Professor Attacks 
Cosmetic Prices 

Dr. M. J. Omerod, 
assistant professor, University of Gor- 
don Bell High School, Winnipeg, di- 
rected criticism at patented medicines 
and cosmetics recently. He claimed that 
most patent medicines returned 300 
per cent profit to their manufacturers, 
that purchasers paid for fancy names 
rather than the ingredients contained 
in the medicines. Many cosmetics, he 
warned, were actually dangerous, par- 
ticularly those which had arsenic or 
lead basis. 


Beauty Products at 
Hairdressers’ Meeting 


Among the many 
new beauty aids seen at the 11th annual 
exhibition and convention of the Na- 
tional Hairdresser’s Association at the 
Royal York Hotel, Toronto, was a 
shampoo rinse that removes all “gum- 
miness” from hair which cannot be re- 
moved by soap, permits it to take a 





permanent wave 100 per cent better, 
and allows it to dry more quickly. The 
shampoo rinse was demonstrated by 
G. Condos, Chicago hair stylist, who 
also mentioned that “wireless” perma- 
nent wave machines can eliminate the 
need of patients being confined to the 
machine when they are getting a wave. 

Make-up will be a little darker, it 
was stated at the convention, but fairly 
bright lipstick would be worn and there 
would be interest in keeping the skin 
well toned. 


Lever Enlarging Canadian Plant 


Lever Bros., Ltd. 
of Canada is planning a three-story ad- 
dition to its plant at Toronto to take 
care of growing business in the Cana- 
dian territory. The addition will cost 
more than $1,000,000 and work will 
be started as soon as weather condi- 
tions permit. It is expected that the 
new unit will be in operation within a 
year. The company recently completed 
a three-story building in Winnipeg for 
use by its associated company, Royal 
Crown Soaps, Ltd. 


Lay Joins Sterling Distributors 
W. J. Lay has re- 


cently joined the Sterling Distributors. 
Ltd., Windsor, as special representative 
with territory from Toronto to Van- 
couver. Mr. Lay graduated from O.C.P. 
in 1929. He was formerly with Colgate- 
Palmolive-Peet and is well-known in 
the trade. 


Punch Board Sales Are Lotteries 


Decision by Recor- 
der G. H. Semple that the door-to-door 
sale of phials of perfume through a 
punch-board system under which each 
purchaser receives merchandise, no 
matter what number is drawn, consti- 
tuted illegal disposal of goods by lot- 
tery brought a fine of $25.00 and costs 
to the Perfumerie Montreal Registered. 
Montreal. The Perfumerie pleaded 
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that it was not a lottery, as purchasers 
got merchandise corresponding to the 
price they paid, although it was pos- 
sible to win a 25c phial with a 10c 
punch. City attorneys maintained that 
selling phials.through a ~punch-board 
system by which purchasers paid an 
undetermined amount for merchandise 
constituted the operation of a lottery. 


“Tattoo” Color Selector 


in Canada 

A new method of re- 
tailing lipsticks is being introduced by 
Tattoo, Inc., through the Ralph W. Bar- 
ton Co., Toronto. The idea, which is 
described as an amazingly profitable 
one, speeds sales by allowing women 
to buy by test instead of by guess. Un- 
der the “Tattoo Color Selector” five 
actual lipsticks, one of each shade to 
test are included in the display. In the 
center, a bottle of lipstick stain re- 
mover is available for taking the test 
stains from the purchaser’s hands. 
Felt removal pads are available and 
the complete “Tattoo” display includ- 
ing lipsticks, stain remover, supply 
pads are furnished entirely free of 
charge, with an assortment of 114 
doz. of Tattoo lipstick. Retailers are 
urged to order from their wholesalers. 


Beaton Representing 


Health Sales 

J. G. Beaton of 
Health Sales Co., Ottawa, recently took 
up headquarters in Toronto as local 
representative for that firm. He was in- 
troduced to the local trade at the last 


meeting of the travelling men’s aux- 
iliary to the O.R.D.A. 


Perfumers Hold Ladies’ Night 


Ladies’ Night, with 
banquent and dancing was held March 
15 at the Embassy Club, Toronto. Ar- 
rangements were in the hands of the 
bowling committee of the Association 
of Canadian Perfumers and Manufac- 
turers of Toilet Articles. Two games 
were bowled with the ladies and then 
the party went to the Embassy for danc- 
ing. Prizes were awarded. 


Sharp Gain in Toiletries Output 

The Canadian De- 
partment of Trade and Commerce re- 
ports that the total production of toilet 
preparations in Canada from all in- 
dustries in 1934 amounted to $6,745,- 
513 at factory values. This com- 
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pares with $5,912,162 in 1933. Eighty- 
two plants were included in the toilet 
preparations industry proper in 1934, 
the department states. Production from 
these plants was valued at $5,977,563 
and included $4,910,896 in toilet prep- 
arations and $1,066,667 for other 
products. 

Imports of toilet preparations into 
Canada amounted to $430,609 com- 
pared with $438,723 during 1933. The 
department states that about 55 per 
cent of the imports came from United 
States, 14 per cent from France, 20 
per cent from the United Kingdom and 
11 per cent from other countries. 

Among the chief items in the list of 
materials used by the toilet prepara- 
tions industry were: essential oils 
$183,499; ethyl alcohol — $110,982; 
glycerine—$37,095; perfumes—$20,- 
951; tale and chalk—$24,761; all 
$290,942; containers 
(including boxes, bottles, labels, corks, 
etc. )—$1,315,778. 





other materials 


National Drug 
Holds Convention 


At the annual con- 
vention of the Ontario salesmen of 
the National Drug & Chemical Co., 
which was held recently at the Royal 
York Hotel, Toronto, there was gen- 
eral satisfaction expressed with the 
progress made during 1935. Expecta- 
tions are high for still greater business 
in 1936. R. M. Graham, manager of 
the Toronto branch, acted as chairman, 
and executives were present from the 
head office in Montreal, including C. H. 
Lander, general manager, and Gordon 
Slemin, general sales manager. 


Canadian Patents and 
Trade Marks 


HE increasing international trade 

relations between the United States 
and Canada emphasize the importance 
of proper patent and trade mark pro- 
tection in both of these countries in 
order that the expansion of business 
may not be curtailed by legal difficul- 
ties. 

For the information of our readers, 
we are maintaining a department de- 
voted to patents and trade marks in 
Canada relating to the industries rep- 
resented by our publication. 

This report is compiled from the of- 
ficial records in the Canadian Patent 
Office. 

All inquiries relating to patents, 





trade 


marks, designs, registrations, 
copyrights, etc., should be addressed to 
THE AMERICAN PERFUMER 


Trade Marks Registered 
57475.—“ORALINE.” Tooth paste. The S. 
S. White Dental Manufacturing Co., Phila- 
delphia, Pa. 


Industrial Designs 
10987, 10988.—Closure cap or similar arti- 
cle. Anchor Cap & Closure Corp., Long 
Island City, N. Y. 


Trade Marks Under Unfair 
Competition Act of 1932 


N.S. 4497.—“HUSH.” Deodorants. Estelle 
A. Kirstein, trading as Hush & Co., Phila- 
delphia, Pa., and Toronto, Ont. 

N.S. 4524.—“ENCORE.” Toilet soap. Col- 
gate-Palmolive-Peet Co., Ltd., Toronto, Can. 

N.S. 4546.—“FEVON.” Cosmetic and phar- 
maceutical preparations, soap and soap prep- 
arations. Boehme  Fettchemie-Gesellschaft, 
Chemnitz, Saxony, Germany. 

N.S. 4561.—“BUCKINGHAM.” Perfumes, 
powder, creams, lotions, brilliantines, and 
bath salts. Soaps-Perfumes, Ltd., Toronto, 
Ont. 

N.S. 4573.—*PENETRO.” Dental prepara- 
tions. Plough, Inc., a corporation of Dela- 
ware, Memphis, Tenn. 

N.S. 4586.—Design of an hexagonal shield 
in hexagonal form with the letters C.P. im- 
printed thereon. Essential oils, soluble fluid 
resins, oleo resins, terpeneless oils, pure 
natural flower oils, aromatic perfume chemi- 
cals, synthetic perfume oils, etc. Compagnie 
Parento, Ltd., Toronto,. Ont. 

N.S. 4600.—*PETI PAT.” Perfume and 
containers therefor. Guy T. 
New York. 

N.S. 4602.—“CABASUC.” Flavoring ex- 
tracts. Romeo Parent, doing business as Com- 
pagnie des Produits Familex, Montreal, Que. 

N.S. 4615.—“PERMAG.” Soaps. Canadian 
Permag Products, Ltd., Montreal, Que. 

N.S. 4627—“CHARM.” Facial 
Westminster Paper Co., Ltd... New West- 
minster, B. C. 


Gibson, Inc.. 


tissues. 


Japan’s Essential Oil Trade 


Camphor oil and peppermint oil are 
produced in Japan to such an extent 
that large quantities are exported. 
However, no other important flower 
oil or fragrant volatile oils are pro- 
duced. Imports of these products into 
Japan for recent years are as follows: 
1932, 711,748 pounds, 2,541,159 yen; 
1933, 731,278 pounds, 2,655,610 yen: 
1934, 735,087 pounds, 2,546,684 yen. 

France, the United Kingdom, British 
India, Germany and Netherland India 
are the principal sources of imports. 
Other supplying countries in their 
order of importance are Italy, Switzer- 
land, Netherlands and the United 
States. (Consul General Arthur Gar- 


rels, Tokyo.) 















Courtesy Chas. Ross & Son Co. 
































Change Can Type Mixers are available in sizes from 


2% to 
pastes 


and 


creams. 


150 gallons and will handle all manner of 
With a sufficient number of 


change cans, the driving mechanism can be kept in 
almost constant economical operation, 


Tue various types only one driving mechanism is neces- 


of equipment available for the manu- 
facture of pastes and creams offer a 
wide choice. And the range of capacity 
is quite wide, from the hand-operated 
214 gallon change can type mixer, up 
to the mixing and kneading type of 
about 2500 gallon working capacity in 
which the tilting mechanism for dis- 
charging the batch is operated mechan- 
hydraul- 


ically, electrically o1 


ically. 


even 


If one may judge from the number 
of installations that are replaced, not 
necessarily to secure increased capac- 
ity, but because a different type has 
been found better suited to the work 
at hand, then it is in this equipment 
that greatest care in selection should 
be exercised. Since this type of equip- 
ment finds application in many lines 
other than cosmetics, handling even 
heavy-bodied doughs, there is little or 
no likelihood that the construction will 
prove too light for cosmetic work. In 
fact, 
lessly massive. 


the construction is often need- 


Change Can Type Mixer 

This type finds ap- 
plication for making all manner of 
pastes as well as creams. The mixing 
blades stand in the tubs vertically so a 
minimum of air is worked or beaten 
into the batch. It is very flexible in that 
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sary for as many tubs or change cans 
as desired. That statement is hardly ac- 
curate. Each mixer can be kept in prac- 
tically constant operation throughout 
the working day with adequate comple- 
ment of tubs. This type also eliminates 
transferring, for while a batch is mix- 
ing in one tub, the raw materials can be 
weighed up into another; others can 


be aging, “curing” or cooling their 
contents; still others delivering their 


contents to a mill or receiving it at 
the discharge side of the mill or dump- 
ing it into the filling machine hopper. 
For the larger sizes a so-called “buggy” 
is available to facilitate moving the 
tubs from place to place and in and 
out of the mixer, thus eliminating much 
heavy work. 

The simplest form, sometimes called 
a “pony mixer” is that in which the can 
rotates in one direction and three or 
four mixing blades standing vertically 
in the batch rotate in the opposite di- 
rection on an axis off center from that 
of the can. A fixed scraper blade con- 
stantly works the material away from 
the wall of the can. In the smaller 
capacities the blades tilt out, while on 
larger machines the counter-weighted 
blades are raised out of the can by 
means of a hand wheel operating a 
pinion on a rack. A very new type tilts 
out even in large capacities and is gear- 





/Manufacture of PASTES 


by Ralph H. Aueh 


less, being driven by a silent chain. 
The the 
quart and up laboratory mixers run 
from 21% gallons to 150 gallons. 

In the larger capacities the double 
motion or so-called “Brighton” mixer 
finds wide application. The tub does 


usual sizes aside from one 


not rotate, so can be fitted with lugs to 
facilitate handling by means of a crane 
or a special truck or buggy. It may also 
carry a side opening to couple by flex- 
pipe or hose, for example, to a glycerin 
tank for tooth paste, or a stearic acid 
or wax melting kettle for greaseless or 
shaving creams or for cold and beauty 
creams respectively. 

It is equipped with two sets of agita- 
tor blades which revolve by gears with 
a planetary motion, that is the agita- 
tor blades revolve on their own axis 
and also around the tub at the same 
time. 

The heaviest paste, such as facial 
packs or tooth paste; and creams, such 
as bleach and freckle; or ointments, 
such as foot cream, carrying high per- 
centages of solids and that are usually 
subsequently milled can be manufac- 
tured in a mass mixer or kneader. The 
Z-shape mixing arms travel up the side 
and down in the center, overlapping in 
the center of the bowl or tank. If the 
mix is semi-liquid before the solids are 
added, the shafts may be fitted with 
stuffing boxes to prevent leakage. If the 
paste is unusually heavy, the shafts 
may be gear driven from both ends in- 
stead of just one. If desired, the tank 
can be jacketed for steam heating or 
water cooling. For paste in which it 
is desired to “dust in” the solids, a 
sifter can be attached above and driven 
from the mixer shaft. 

Since these are heavy duty machines, 
their speed is relatively slow, so ordi- 
narily little or no air is beaten into the 
mass, even though the mixing blades 
are mounted horizontally. In fact, it is 
sometimes possible to eliminate the 
milling operation since this type mixer 


exerts a tearing action on certain con- 
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A: CREAMS 


sistencies and compositions. This point 
is well worth giving serious considera- 
tion, backed by 
work when added capacity is required 
or old or obsolete equipment is to be 
replaced. 

The power required for driving the 
same machine on different 


some experimental 


mixes varies 
greatly and care must be exercised to 
avoid a needlessly large or a hope- 
lessly light drive or motor. On such in- 
stallations it is well to enlist the help 
of the manufacturer and the local elec- 
tric company engineers. The former 
can draw on his experience while the 
latter can determine with their instru- 
ments the exact load. 


Milling 

Milling 
slow and costly operation 
fort should be exerted to 
wherever 


at best is a 
so every ef- 
eliminate it 
possible. In those cases 
where it can’t be dispensed with alto- 
gether, the following expedient some- 
times works. The solid powdered in- 
gredients can be mixed with only a 
part of the excipient or fluid portion 
and milled, then added to the batch 
proper. Again, the solids can be milled 
with all or a portion of the oil or petro- 
latum in the formula and then the mass 
mixed with the remainder of the ingre- 
dients. 

The writer favors for cosmetic work 
the three roll paint mill as illustrated 
with the opening installment of this 
series in the December, 1934, 
The exception is any paste containing 
material that corrodes the steel rolls of 
the mill, such as soluble zinc or alumi- 
num deodorant creams 
pastes, for example. For such work the 
hopper-type or ointment mill fitted 
with Esopus or granite stones and with 
metal parts tinned, of stainless steel or 
such metals or materials as will with- 
stand the corrosive action of the paste 
being handled. 

Three roll mills are available from 
the small laboratory size with rolls 


issue. 


salts in or 
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Courtesy Arthur Colton Co. 


By providing various 
straight nozzles any num- 
ber of sizes of tubes can 
be filled. With the bent 
nozzles various jars can be 
handled. 


5 in. x 12 in. to massive mills weighing 
five or six tons and fitted with 16 in. x 
40 in. rolls. All three rolls are hollow 
and fitted with packing boxes to admit 
steam or cold water as the work at hand 
requires, 

Ointment mills handle 
relatively free flowing fluid material 
that feeds of its own weight, but for 
heavier bodied paste a force feed is 


and _ stone 


required. The feed can be provided by 
a true bored hopper with a close-fitting 
plunger to force the material through 
the plate. A dead weight of desired 
size for proper rate of feed can be pro- 
vided to rest on the plunger or an auto- 
matic screw feed may be used. Ob- 
viously either arrangement makes it a 
batch proposition which lowers the 
daily capacity even further. 

The other type of mill which is so 
strikingly different in operation and 
lends itself only to use for liquids or 
semi-liquids, is variously called a col- 
loid mill, homogenizer or viscolizer. 
Whereas the action of the three roll 
mill is one of rubbing between rolls 
moving at different speeds and the oint- 
ment mill of rubbing between a fixed 
and rotating plate, this type exerts a 
shearing action. This shearing action 
is accomplished in a viscolizer by fore- 


ing the material through an aperture 
at pressures of 500 to 5000 pounds per 
square inch, produced by a high pres- 
sure pump. 
utilizes hydraulic pressure exerted on 
the material to produce extremely fine 
grinding between the grinding surfaces. 
The operating principle of the colloid 
mill is dispersion by adhesion of the 
The 
speed of the rotor which is seven to 
twelve thousand revolutions per min- 
ute and the passing of the material be- 
tween close clearances causes lamina- 
tion and shearing of the particles. 

The significant difference between 
the mills first discussed and those of 
the colloid type is that the former tends 
to break emulsions; the latter to stab- 
ilize them. Accordingly, this writer has 
used the colloid mill type on such dis- 
similar products as cold cream, furni- 
ture polish and flavor emulsions. As 
for effectiveness, for example, any 
given cold cream may look beautiful 
after mixing, but after passing through 
a colloid mill it is “divine.” 

One point to bear in mind in milling 
is—regardless of type mill used, the 
product is coming out almost without 
exception thinner than it went in be- 
cause of becoming a more intimate mix- 
ture. Thus, the cream or paste has to 
be mixed when of heavier body than 
the finished product.and this may re- 
quire heavier equipment or drive than 


The homogenizing type 


material to a rotor and a stator. 


anticipated for the mixing operation. 


Filling Pastes and Creams 

Creams for conveni- 
ence are thought of as those that can 
filled whereas 
those products which must be filled 
cold. For filling creams, whether in 
jars or tubes, the equipment can be 
anything from a whistle or the quick 


be warm, pastes are 


opening and closing valve on the mixer 
discharge or on a hopper up to a fully 
automatic machine with capacity of 80 
to 140 jars per minute. 

For jars that are clean other than 
any lint accumulation from shipping 
containers and that do not require 
washing, a jet of compressed air im- 
pinging on the conveyor carrying the 
jars to the filler may be employed. Or, 
a household vacuum cleaner fitted with 
a nozzle to insert in the jars to suck 
out any dust accumulation may be em- 
ployed. The jar may be momentarily 
thrust over the fixed nozzle before feed- 
ing to the filling machine. 

For short runs or where limited ca- 
pacity is required and the cream is fluid 
enough to be self leveling, the quick 


> 
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Courtesy The J. H. Day Co. 





Any cream or paste containing solids is almost with- 
out exception smoother, more inviting in appearance 
and more salable if milled. A three roll mill is shown. 


acting valve on the draw off line is 
quite satisfactory. The jars may be 
allowed to cool in racks or discharged 
to a cooling belt (described in the 
April issue). 

For greater capacity or larger runs, 
jar fillers are available which are 
equipped with automatic feed and dis- 
charge to a conveyor ready for cap- 
ping. These fillers are of two general 
kinds, namely, the rotary gear type and 
the piston type, both of which measure 
the delivery to a uniformity of within 
1/16 ounce or less. 

In the gear type a specially con- 
structed spiral gear pump measures an 
exact quantity into each container as 
it is automatically carried around the 
filling head. Size changes can be made 
almost instantly and some machines of 
this type have a variable speed motor 
so the filler can be synchronized with 
the other equipment or other opera- 
tions in the production line. 

The piston type is available with one 
or two pistons. The piston is set to 
deliver a predetermined quantity at 
each stroke by setting the length of 
stroke. There is a three-way valve 
mechanism and as the piston is drawn 
back in the cylinder the cream flows 
or the paste is sucked into the cylinder. 
The valve position is automatically 
changed on the reverse stroke and the 
material is forced out of the cylinder 
through the filling nozzle into the con- 
tainer. In the two-cylinder type two 
containers are filled, of course, with 
each progression. When runs of jars 
are to be filled of size outside the range 
of the machines certain of them can be 


92 





set so the jar moves the space of one 
cylinder at a time. By setting each cyl- 
inder to deliver half the desired quan- 
tity the machine, while operating at a 
lower capacity of course, will handle 
the large containers entirely satisfac- 
torily. Sample and dime store sizes 
usually require a separate set of small- 
er cylinders. 

When handling paste the container 
is elevated so that the nozzle fills the 
jar from the bottom up to avoid air 
trapping, while for creams the elevat- 
ing mechanism can be disengaged. 
Some machines of this type can be 
fitted with very satisfactory vacuum 
cleaning devices. 


Only one operation is required to 
fill, close and crimp collapsible 
tubes. The finished tubes are auto- 
matically discharged for cartoning 
either by hand or by machine. 


Courtesy F. J. Stokes Machine Co. 





The various tube fillers operate on 
one or the other of the above principles 
that actuate the jar fillers and which 
have been described. 

The simplest tube filler resembles a 
sausage press or stuffer. The cylinder 
and the piston obviously have to be 
ground true to avoid leaking as pres- 
sure as applied. A tube is held over the 
nozzle while the handle is rotated suffi- 
ciently to fill it. Then by moving the 
handle backward the discharge is 
“broken off.” The accuracy and uni- 
formity of fill is directly dependent 
upon the operative. 

The hand-operated type employing a 
hopper and auxiliary piston is actuated 
by a complete rotation of the handle 
and as uniform a fill is obtained as 
with a full automatic filler. The semi- 
automatic type varies from the above 
only in that the power stroke is usually 
actuated by the foot and both hands are 
free to handle tubes. Either of these 
machines will fill jars by replacing the 
horizontal nozzle by an elbow-shaped 
discharge tube looking down. 

The closing operation as well as the 














setting of the tube clip or crimping of 
the clipless tube are done on one ma- 
chine or two separate machines which 
may be hand operated or power driven 
semi-automatic. Changes in size of tube 
can be quickly made by the operative. 
On certain products the work is rather 
messy and the tubes require wiping. 

Perhaps as wide a range of equip- 
ment is available for handling tubes 
as for any cosmetic packaging opera- 
tion. For large capacity, several manu- 
facturers make highly satistory equip- 
ment to fill, close, fold and either clip 
or crimp the tube at rates up to 140 
or more per minute with one or at most 
two attendants. Then, too, tubes are 
available which may be hermetically 
sealed so the four folds 
added tube length are not required as 
with other clipless types. 

Each installation presents an indi- 
vidual problem so only a few general- 


usual and 


ities can be drawn. The following gen- 
eral points and any special ones that 
any given product presents should be 
given due consideration in choosing 
equipment. First, a range of sizes of 
tubes and frequent changeover requires 
a machine that can be changed quick- 
ly and that does not require too much 
outlay for mandrels and auxiliary 
parts. Second, if only creams that can 
be filled in a warm, semi-fluid state 
without undue shrinking and attendant 
slack fill, or buckling of the tube wall, 
are to be handled, simpler less costly 





equipment will prove very satisfactory. 

Third, if both creams and paste are 
to be handled the opening in the filling 
nozzle or nozzles must open and shut 
positively to prevent drip. At the same 
time, paste must be handled from the 
bottom up and the discharge be quite 
positive to insure uniformity and avoid 
air trapping. Fourth, the equipment 
should close the tube with the product 
or products to be handled when quite 
full without making a mess on the 
end of the tube or on the jaws of the 
closing mechanism. Wiping of tubes 
by hand and frequent 
stopping for cleaning of the closing 


costs money 


Some are 
prone to consider a well-filled tube too 
“fat” or over-filled. And any equip- 
ment manufacturer will usually admit 
filling full is difficult to accomplish. 


jaws lowers the capacity. 


The reaction of the user must be given 
first consideration, however. While the 
actual difference in quantity in a tube 
be but a small fraction of 
ounce, the packer of any trade-marked 
item can ill afford to let the user feel 
she has been “short-changed.” 
Accordingly, it is well to be sure 
that the equipment chosen will deliver 
full tubes. What constitutes a well- 
filled tube? One that does not look 
half empty by the time squeezing has 
caused the contents to exude 


may an 


one that 
looks like it will exude of its own ac- 
cord if the cap is backed off, but won’t 
quite. 





CHAIN STORE DISTRIBUTION 
IN ENGLAND 


Boots, the largest of the English 
chain drug store concerns, operates 
than 1000 retail 
throughout England and in_ these 
shops nearly 150,000,000 transactions 
are reported in a single year. The 
British chain chemists have benefited 
from the rise of the modern woman to 
her present position in the upper ranks 
of consumers. The sale of cosmetics 


more branches 


and all kinds of beauty preparations in 
large quantities at popular prices re- 
Hects a demand which has been created 
by the large-scale employment of 
women in offices and factories at sal- 
aries which allow a moderate expendi- 
ture for such luxuries. 

Between the two big chain groups, 
Boots and Timothy Whites and Tay- 
lors, there is the same kind of severe 
competition as among the multiple 
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grocery firms. Profit margins in many 
of the lines handled have been cut to 
Moreover, 
there are still numerous independent 
druggists who compete more or less 
successfully even in the medium-sized 
towns where the chain drug stores 


the barest economic level. 


operate. These independent companies 
are supplied by wholesalers of stand- 
ing among which are companies such 
as Sangers. 

The chain chemists have entered into 
competition with the proprietary medi- 
cine companies, making products of a 
similar nature which are often sold at 
lower prices. The extension of activi- 
ties of chain chemists outside the drug 
business is intended to counteract com- 
petition in chemists’ products, but the 
extraneous lines developed by Boots 
and Timothy Whites are mostly not in 
competition with one another. Boots’ 
circulating library provides a source 
of revenue by taking advantage of spe- 








cial facilities which multiple branches 
make available. The company has li- 
braries in more than 400 of its 
branches, to which more than 1,000,000 
books and magazines were supplied 
during the last financial year. Timothy 
Whites’ special subsidiary activity is 
the manufacture and sale of hardware. 

By large-scale manufacture with the 
most up-to-date methods, the prices of 
products, particularly valuable in the 
treatment of some diseases have been 
reduced to a small fraction of those 
which the public had to pay a few 
years back. A standard vial of insulin 
which could not have been sold 12 
years ago at less than 25s. was reduced 
by Boots early this year to ls. for the 
general public, while the price to hos- 
pitals and public institutions is con- 
siderably lower. Technical improve- 
ments were conspicuous in another 
special product, “Hepa-stab,” a clini- 
cally tested intramuscular injection, 
particularly valuable in cases of per- 
nicious anemia. 

A newer company, Woodlands 
Chemists, was formed late in 1934 to 
acquire 34 drug stores in London and 
the provinces. The directors anticipate 
considerable advantage from increased 
discounts made possible by centralized 
buying. In the matter of organization 
British drug chains are distinguished 
by their large-scale specialized manu- 
facturing activities, whereas the fixed- 
price stores buy their goods from out- 
side makers under comprehensive con- 
tracts. (Assistant Trade Commissioner 
Warren S. Lockwood, London.) 





ALGINIC ACID IN SOAPS 


J. Serjakowa and N. Kubassow 
showed by comparative washing tests 
with various soaps that sodium salts 
of alginic acid possess less detergent 
power than salts of naphthenic acids. 
Alginate additions to different soap so- 
lutions reduced their detergent power. 
However, while the foam coefficient of 
these soaps was not increased, the sur- 
face is slightly diminished 
(from 68.5 erg to 62 erg in a 0.25 per 
cent solution). On the other hand they 
with the 
bringing about a hardening of the water 
and they can therefore be utilized for 
softening water. The calcium alginate 


tension 


combine easily substances 


separates out on the surface. The so- 
dium salt of the alginic acid is, how- 
-Maslob. 


ever, unsuitable for washing. 
Schirow. Djelo. 


REVIEWS OF TECHNICAL BOOKS 


-) SoLuBILITY OF Non-ELECTROLYTES 
by Joel H. Hildebrand. 203 pages, 6 x 
9 inches. An American Chemical So- 
ciety Monograph, No. 17, issued by the 
Reinhold Publishing Corp., New York 
City. 1936. Price, $4.50. 

The second edition of the popular and 
authoritative text on solubility, of non- 
electrolytes. Theoretical considerations 
and applications of the laws of solu- 
The solubility of 
gaseous, liquid and solid non-electro- 
lytes is studied, and a review of the 
literature on these is included. Thir- 
teen chapters, appendix, author and 


bility are given. 


subject index with numerous charts. 
The book is particularly of value to 
manufacturers of chemicals, chemical 
engineers and teachers of physical 
chemistry. These workers will find the 
book up to date and written with the 
utmost clarity in the style of all A.C.S. 
Monographs. 
M. G. DE NAVARRE. 

[] AMERICAN CHAMBER OF Horrors, 
by Ruth de Forest Lamb, 418 pages. 
Farrar & Reinhart, Inc., New York, 
1936. Price, $2.50. 
This is another of the “shocking ex- 
poses” which have been so lucrative to 
authors and publishers during the years 
in which the new Food and Drugs Act 
consideration. It is 
supposed to have been two years in 


has been under 
course of preparation and to be the 
last word in the “truth about cosmetics, 
etc.,” series. 

This reviewer has not read the entire 
book, but he has gone with great care 
over the cosmetic chapters in search of 
something new. He must report that 
there is nothing. Lash Lure, Koremlu, 
and Othine, along with para hair dyes, 
all come in for the usual and quite 
justifiable criticism. So far as we know, 
no one in the industry is defending 
these or similar products. Orris root 
and lead and 
criticized. We wonder whether the au- 
thor knows that virtually all of the 
materials about which she complains 


other metals also are 


so bitterly have been deleted from the 
perfumer’s list of suitable ingredients. 

At that, the book is much fairer than 
others which have appeared recently, 
for Miss Lamb says “the majority of 
them (cosmetics) today carry no health 
hazard.” 

As an argument for strengthening 
the Food and Drugs Act, the cosmetic 
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section is weak. The comments on the 
proprietary medicine business are much 
more forceful and moving. But, after 
all, what could the author say about 
cosmetics other than to repeat the few 
horrible examples which have been 
roundly condemned by the industry it- 
self? 

Incidentally, Miss Lamb will have 
the support of the industry in her ef- 
forts to secure passage of adequate leg- 
islation. We hope she accomplishes 
this and that, incidentally, she sells a 
lot of books, although we somewhat 
doubt the latter. S. L. M. 


Custom House Guipe, Edited by 
John F. Budd, 1480 pages. Custom 
House Guide, New York, 1936. Price, 
$10.00. 

The new edition of this very useful ref- 
erence work, which has been issued an- 
nually for 74 years, contains a wealth 


of new material. It is virtually a com- 
plete “new tariff” edition because of 
the trade and commercial treaties which 
have gone into effect during the last 
Each item in the tariff section 
of the book has had to be carefully 
scanned in the light of the nine re- 
ciprocal trade agreements, and oppo- 
site each of the more than 30,000 com- 
modities, specifically mentioned in the 
book, is the new tariff rate. 

In addition, a complete new section 


year. 


dealing in detail with these reciprocal 
trade agreements has been added, show- 
ing commodities affected and_ their 
commodity code numbers. 

In addition to the tariff information 
the book is a complete dictionary of 
import and export practice, giving 
rules and regulations as well as de- 
scriptions and details regarding each 
port, lists of consular officers and much 
other matter. It is almost indispensable 
for anyone engaged in the import and 
export business. 


S. L. M. 


CIRCULARS, PRICE LISTS, etc. 


Co.. New York. 


_|}SCHIMMEL & 
Schimmel Briefs. 


These interesting scientific comments 
which have formed a part of the com- 
pany's advertising will in the future 
be mailed to customers and others as 
They discuss raw 
materials and finished products, giv- 


special bulletins. 


ing many very useful manufacturing 
hints. 


(]}E. Bontcuerr & Co., KAZANLIK, 
Bucearia, (Dodge & Olcott Co., New 
York, representatives). Circular 
otto of rose. 


on 


The company has issued an interesting 
circular on crop and market conditions 
in which it proposes several steps which 
it believes should be taken to stabilize 
and increase the market for this prod- 
uct. The recommendations are: 

“1. Total elimination of the white 
rose fields; 

“2. Prohibition of 
fields; 

“3. A fixed price for the rose flowers 
over a number of years, not exceeding 
the price of 1935. Further, as an en- 
couragement toward improved meth- 
ods of cultivation, prizes should be of- 
fered by the State to the cultivators; 

“4. Withdrawal from the market, 


for such a time as would allow con- 


planting new 


sumption to catch up with production, 
the Government’s stock of otto of rose. 
or, as an alternative, its price be low- 
ered in conformity with the current 
price of the rose flowers; 

“5. The industry and trade to be 
freed from State interference. The Gov- 
ernment’s activities not to be extended 
beyond control of the quality of the 
otto of roses and regulating the pay- 
ments for the flowers to the cultivators.” 


[| Innis, Speipen & Co., New York. 
Booklet on 
Arabic, Gum Tragacanth, and Gum 
Karaya. 


Locust Bean Gum, Gum 


This interesting booklet describes the 
properties of these gums and outlines 
their uses in toilet preparations and 
other industries. It was prepared by 
the company’s research department, 
and gives the actual experience of com- 
pany chemists in working with these 
important products. 


[] Tue C. E. Istnc Corp., Flushing. 
N.Y. Wholesale Price List. 

The company’s regular price list of 
aromatic products, absolutes, and com- 
pounds for special purposes with a note 
about the special research service for 
Ising customers. 
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THE USE OF Higher Fatty A ehydes 


IN SOAP PERFUMES 


by Dr. Paul Jellinek_ 


THE use of higher 
fatty aldehydes in the preparation of 
original and natural flower perfumes is 
in general widespread at the present 
time. In many modern extracts these 
aldehydes play a very important part, 
because of their extremely strong and 
characteristic odor, and also because of 
the many possibilities for their applica- 
tion. This interesting class of substances 
is distinguished not only as carrier of 
delicate odors and as modifier of per- 
fumes, but even as a characteristic per- 
fume base, and finally also as a fixative, 
for which the fatty aldehydes are being 
used in increasing amounts. 

Although this series of substances 
and its natural occurrence in essential 
oils have been known for quite some 
time, there are great difficulties in the 
way of its use in practical perfumery. 
\bove all, the quality and purity of 
odor of the early commercial higher 
fatty aldehydes left much to be desired. 
Their fine, characteristic aroma was 
more or less ruined by the accompany- 
ing odors of rancid fat. Besides this, the 
strength of odor of the commercial alde- 
hydes or their solutions (at most 10 per 
cent) was quite variable. The condition 
that these aldehydes could be used as 
ingredients only in very small amounts 
and that necessary differences in odor 
arose from the unequal strength of the 
solutions were very unpleasant. 

Now the exact amount of higher alde- 
hydes needed in all perfumes is known. 
It has been found that not having quite 
enough will not allow the perfume to 
reach the characteristic odor of its type 
of composition, while on the other hand, 
the smallest excess of aldehyde will 
give a most unpleasant and valueless 
odor which is either penetrating, harsh, 
or fatty. 

The fundamental necessities in the 
use of higher fatty aldehydes are thus 
absolutely pure-smelling substances, or 
solutions of the same that are always 
constant in strength of odor. 

The concentrated 100 per cent alde- 
hydes must not be stored, because in a 
short time they lose strength of odor 
in this undiluted condition through 
chemical changes such as oxidation and 
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polymerization. Therefore solutions are 
generally used—the most practical be- 
ing the 10 per cent solutions—which 
may be either bought or made up. The 
most usual and suitable solvents for the 
aldehydes are diethylphthalate or 
phenylethyl alcohol. The earlier, fre- 
quent use of benzyl alcohol or benzyl 
benzoate as solvent or diluent is not ad- 
visable because the odor is very easily 
ruined through the formation of ben- 
zaldehyde by chemical changes. 

At the present time the ability of 
various perfumers to work with alde- 
hydes of the highest purity or with solu- 
tions qualitatively free from impurities 
and uniform in strength enables them to 
make up very interesting and original 
perfumes by using these substances in 
noticeable quantities. At first the alde- 
hydes were only used as effective modi- 
fiers, but lately, through the use of 
larger quantities, they stand out as char- 
acteristic of the entire type of composi- 
tion. Such perfume types based upon 
the effect of aldehydes are, for example, 
“Réve dor” (Piver), “Crépe de chine” 
(Milot), the classical “Chanel No. 5,” 
etc. The great success that these crea- 
tions have had with the public proves 
that modern perfumers are becoming 
more and more interested in higher fat- 
ty aldehydes. The popularity of the 
“aldehyde-perfumes” brings up the idea 
of making use of these highly interest- 
ing substances in soap perfumes. 

The use of the higher fatty aldehydes 
as elements in compositions, suitable 
for soap perfumes, is made difficult by 
the sensitiveness of these substances to- 
ward light, air and alkalies, which are 
very important difficulties. 

Simple tests concerning the resistance 
to alkali of the aldehydes made on 
ground soap perfumed with 1 per cent 
of the 10 per cent solution of aldehyde 
show very discouraging results. Even a 
well-packed piece of soap—unpacked 
soap becomes odorless in a very short 
showed a marked 
strength of odor after a short time. After 
several weeks the odor of most alde- 
hydes—even in the case of an unusually 
high concentration, not in the limits 
with which we are concerned—has com- 


time decrease in 


pletely vanished, only methyl nonyl 
acetaldehyde (C 12) being an exception 
to this. However even this remarkable 
fatty aldehyde lost most of its odor. 

As the result of long years of research 
and observation we see that the problem 
of the use of higher fatty aldehydes in 
soap compositions is identical with the 
problem of accurate fixation of the alde- 
hydes. 

The most important subject to be dis- 
cussed along these lines will be the es- 
sential points of this problem, after a 
few words on the fixation and preserva- 
tion of odor of soap perfumes in gen- 
eral. 


Method of Proper Fixation 


The method of the 
proper fixation in soap perfumes will 
be taken up in a necessarily detailed 
manner for several types of odors. Ele- 
mentary, but yet important, and in this 
case probably sufficient, is the following 
reference to two mistakes which are too 
often made in fixation. 

1) Fixation of some soap perfumes 
is exaggerated through excessive use of 
resins and other involatile perfume ma- 
terials, so that the freshness of the odor 
and also the aroma (by which is meant 
the radiation of odor) suffer. 

2) The perfumer often believes that 
he has a “fixed” composition when he 
adds a portion of involatile and there- 
fore long lasting perfume, which will 
outlast everything else in the soap. 
However this will not retain the other 
ingredients which are a necessity in fix- 
ation. To these often employed fake 
“fixatives” belong the artificial per- 
fumes such as artificial musk, coumarin, 
etc. The effect of such a false fixative is 
that after a time the soap changes odor 
entirely because the more volatile sub- 
stances evaporate and it then smells 
only of artificial musk, ete. 

It is extremely necessary to warn 
against these two mistakes in the use of 
higher fatty aldehydes. In the first case 
it has heen shown that the odor of the 
aldehydes is obscured and deadened by 
the quantitative predominance of fixa- 
tives. As for the second error, the alde- 
hyde vanishes completely after a very 
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short time and leaves the odor of the 
soap. The author has as yet not been 
able to find satisfactory odorous fixa- 
tives for all the higher fatty aldehydes, 
so-called “Universal-Fixatives” being 
in general always met with great cau- 
tion. Odorless fixatives should be avoid- 
ed as should in general odorless addi- 
Substances of 
like odor suitable to the type in question 
are better. 


tions to the mixtures. 


Aldehyde Fixatives 


In the following, af- 
ter a short description of characteristics 
and applicability, the possible fixatives 
for the type of odor of each particular 
aldehyde are given. 

Aldehyde C 8 (Octylaldehyde) : Pos- 
sesses an odor strongly reminiscent of 
lemons and oranges, and besides this 
has a waxy odor, making it very useful 
for “Eau de Cologne” types. Within 
several “Eau de Cologne” composi- 
tions this aldehyde can be well used for 
the production of popular effects in 
such perfumes as chypre, fougére, etc. 

As to its fixing and rounding out, oil 
of rue and the effective perfume, methy! 
nonyl ketone, can be employed. How- 
ever, because of their similar odors, 
only small amounts of these can be used. 

Aldehyde C9 (Nonylaldehyde) : Has a 
fresh, flowery odor as well as a waxy 
one, which fits in very well with orange 
blossoms (neroli) perfumes and lends 
to rose mixtures a fresh naturalness and 
mildness. Because of this, its possibili- 
ties in natural and original perfumes 
are many. 

As fixatives—when an orange blos- 
som effect is wanted—terpeneless petit- 
grain oil, the methyl ester of methyl 
anthranilic acid (this is less lasting and 
forms odorless Schiff’s bases with the 
aldehydes), “methyl naphthyl ketone, 
and cananga oil are used. In rose mix- 
tures, geranium oil (African and Bour- 
bon), cinnamic alcohol, and 
phenylacetaldehyde-dimethylacetal are 
used. 

Aldehyde C 9 (Methylhexylacetalde- 
hyde): Has an reminiscent of 
water-melon rinds and unripe nuts and 
can very effectively be used as a fresh- 
ener in various flower odors, such as 
“lilac,” “mayflower,” and “cyclamen.” 

As fixatives of this highly interesting 
and useful substance, dimethyl benzyl 
carbinol, phenylacetaldehyde-dimethy1- 
acetal, amyl cinnamic aldehyde, phenyl- 
propyl alcohol (hydrocinnamic alco- 


storax, 


odor 


hol), and cinnamic alcohol are used. 
Aldehyde C 10 (Decylaldehyde): 


Because of its fresh, sweet, flowery odor, 
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the possibilities of its use are many- 
sided. As the chief constituent of sweet, 
terpeneless orange oil, decylaldehyde 
is successfully used for strengthening 
and cheapening it. It is also used as a 
substitute for it and at times unfortu- 
nately falsely as the oil itself. It can 
also be employed in eau de cologne 
mixtures. 

As fixatives, the methyl ester of cin- 
namic acid, elemi, the methyl ester of 
methyl anthranilic acid, petitgrain oil 
(Paraguay petitgrain oil must only be 
used in the terpeneless form in soaps! ), 
methyl naphthyl ketone, and nerolin 
are used. Besides its use as orange-odor, 
decylaldehyde is very useful in various 
flower perfumes, the most important be- 
ing rose, jasmin, neroli, tuberose, and 
wallflower. 

The fixatives for these types are gera- 
nium oil, phenylethyl propionate, the 
methyl ester of cinnamic acid, annamic 
alcohol, the methyl ester of methyl an- 
thranilic acid, «—amyl cinnamic alde- 
hyde benzyl salicylate, benzyl cinna- 


mate, cananga oil, and anisic alcohol. 

Aldehyde C 11 (Undecylaldehyde): 
Has a fresh odor reminding one of 
freshly washed linen. Its slightly pun- 
gent effect makes it interesting in vari- 


ous compositions. As for natural per- 
fumes, it is most suitable for iris and 
cyclamen. Its greatest value is in giving 
to woody and mossy types of odors a 
lastingness and freshness. This is the 
most frequent use made of this interest- 
ing aldehyde which is perhaps the most 
important in modern perfumery. 

As fixatives beta-iso-methyl ionne, 
vetiverol, vetiveryl acetate, East Indian 
sandalwood oil, orris resin, oak moss 
resin, patchouli oil and patchouli resin 
are used. 

The unsaturated C 11, Undecylene 
aldehyde, which is similar to undecyl- 
aldehyde and of perhaps a more marked 
character, may be used for the same 
purposes as the saturated aldehyde and 
with the same fixatives. 

Aldehyde C 12 (Lauric aldehyde) 
Duodecylaldehyde: Possesses a sweet, 
somewhat fatty odor with a flowery 
character. It is not very applicable to 
the reproduction of floral odors, but 
lends a fresh and interesting note to 
various flower odors. It especially 
shows this if ionone or methyl ionone 
is added simultaneously. The effect of 
these ketones is freshened and sweet- 
ened by the use of a small amount of 
lauricaldhyde. Therefore this aldehyde 
is very useful for “modernizing” vari- 
ous mixtures and for making flower 
perfumes interesting. Jasmin, may- 


and the 
type “Quelque Fleurs” are examples. 
Another _ interesting 
pounded by using it together with 
the perfume of the carnation. 

The most modern use of lauric alde- 
hyde is to convert natural flower per- 
fumes to original ones, or to make an 
interesting effect by using it with a mix- 
ture of original and natural perfumes. 


flower, tuberose, narcissus 


type is com- 


For fixation and rounding out the fol- 
lowing compounds are used with it in 
natural perfumes: benzoin resin, bal- 
sam of tolu, cinnamic alcohol, anisic 
alcohol, benzyl iso-elugenol, and benzy| 
cinnamate. 

Aldehyde C 12 (Methyl nonyl acet- 
aldehyde): Possesses a simple, sweet 
odor like that of frankincense or oliba- 
num. Methyl nonyl lacetaldehyde owes 
its strength and possibilities to the fact 
that it has little of the aldehyde char- 
acteristics. However, perfumers are 
only very slightly acquainted with it. 
When tests were first made on this easily 
usable higher fatty aldehyde by per- 
fumers, it was thought that it would be 
quite useless and therefore various ob- 
jections were made to the use of alde- 
hydes. Often too much was used to get 
the new and interesting effect given by 
this aldehyde. Because of this, when the 
vials were first opened, testers imme- 
diately became aware of the excess 
amount of this “obtrusive” The 
perception of an “aldehyde-odor” in a 
perfume was enough to doom it. 

When the higher fatty aldehydes were 
for the first time successfully used, a 
change took place and perfumers ven- 
tured to use just a little more of them. 
For this reason it is best to give the at- 


odor. 


tractive but dangerous properties of 
methyl nonyl acetaldehyde and _per- 
fumers’ lack of knowledge, which are 
responsible for its limited use. 

Methyl nonyl acetaldehyde can be 
successfully 
notes and for modulating and consider- 
ably improving original perfumes, and 
in small quantities for such natural 
odors as orchid, tréfle, and honeysuckle. 

Of all the higher fatty aldehydes, 
methyl nonyl acetaldehyde, as was said 
The best 
fixatives are olibanum resin, labdanum 


used to enliven resinous 


before, needs least fixation. 


resin, patchouli oil, oak moss resin, 
cananga oil, amyl salicylate, vanillin, 
benzoin resin, ionone, and methyl 
ionone. 

Finally it may be mentioned that it is 
advisable to use two or more highly 
fatty aldehydes at the same time, for in 
this case, the danger that one will be too 
obtrusive is much lessened. 


The American Perfumes 








Conducted by Howard S. Neiman 


Tuis department is conducted under 
the general supervision of Howard S. 
Neiman, contributing editor on_pat- 
ents and trade marks. This report of 
patents, trade marks and designs is 
compiled from the official records of 
the Patent Office in Washington, D. C. 
We include everything relating to the 
four co-ordinate branches of the essen- 
tial oil industry, viz.: Perfumes, Soaps, 
Flavoring Extracts and Toilet Prepa- 
rations. 

Of the trade marks listed, those 
whose numbers are preceded by the let- 
ter “M” have been granted registra- 


tion under the Act of March 19, 1920. 


Trade Mark Registration 
Applied for 
(Act of Feb. 20, 1905) 


These registrations are subject to opposi- 
tion within thirty days after their publica- 
tion in the Official Gazette of the United 
States Patent Office. It is therefore suggested 
that our Patent and Trade Mark Department 
be consulted relative to the possibility of an 
opposition proceeding. 


305,906.—See Illustration. Alfonse Orzo, 
doing business as The Gloria Co., New 


York. (Aug., 1921.) —Perfumes, toilet waters, 
face powders, rouge, lipsticks, hand lotions, 
lemon and mud packs, deodorants, ete. 

350,634.—“Softasilk.” Janvy, Inc., Brook- 
lyn, N. Y. (Apr. 4, 1934.) —Soaps. 

361,752.—See Illustration. Jean Jordeau, 
Inc., So. Orange, N. J. (Mar. 7, 1934.) 
Deodorants. 

363,907.—“HELIOGEN.” Ltd., 
Westminster, England, assignor to Piero 
Mariano Salerni of Westminster, England. 
(July 1, 1933.)—Medicinal and_ hygienic 
toilet’ preparations. 

366,188. Illustration. Central Labs., 
Inc., St. Petersburg, Fla. (Apr. 1, 1935.) 
(stringent. 

366,361.—See Illustration. Glovene, Inc., 
New York. (Jan. 14, 1935.)—Creams and 
coatings for protecting the skin, particular- 
ly the hands. 


Heliogen, 


See 


367,234.—See Illustration. George A. 
Cornes, Portland, Ore. (Nov., 1932.) 


Preparation for use as scalp treatment and 
scalp invigorator. 

367,974.—“ASH-MO.” Plough, Inc., doing 
business as Ash-Mo Mfg. Co., Memphis, 
Tenn. (Sept. 1, 1923.)—Toilet and medic- 
inal preparations. 

368,078.—"“STREAMLINE MAKEUP.” 
Lydia O'Leary, Inc., doing business as Lydia 
O’Leary, New York. (Apr. 12, 1935.) 
metic used as an all-over make-up. 

368,483,—See Illustration. Constantine P. 


Cos- 
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The remainder is those applied for 
under Act of February 20, 1905, and 
which has been passed to publication. 

Inventions patented are designated 
by the letter “D.” 


International trade marks granted 
registration are designated by letter 
“Cc” 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed to 


PATENT AND TRADE MARK 
DEPARTMENT 
The American Perfumer, 9 East 38th 
St., New York City. 


Panagakos, Hopewell, Va. (Aug. 1, 1932.) 
Skin salves and a preparation for the 


treatment of dandruff and the treatment of 
the scalp. 


368,625.—See Illustration. Pinaud, Inc., 
New York. (Aug. 5, 1935.)—Toilet waters 


and toilet powders. 
368,720.—“*VEL-VET-TEEN.”  Vel-Vet- 

Teen Co., Springfield, Mass. (July 1, 1934.) 
Hand cleanser. 


369,434.—See Illustration. Harry Aaron, 
doing business as Aaron’s Beauty Supply 


Co., Brooklyn, N. Y. (Mar. 1, 1935.) 
Soapless oils used as a shampoo and oil 
treatment for the hair, scalp ointments, min- 
eral oil, an odorless, colorless, light oil used 
in oil treatments for the hair, pine needle 
oil, wave oil, etc. 

369,487.—See Illustration. House of Wal- 
mar, Chicago, Ill. (Aug. 10, 1935.) —Toilet 
water, colognes, hair lotions, face lotions, 
cold cream, skin cream and shampoos. 

370,124.—See Illustration. Fleetwood E. 
Schunk, doing business as Du Chaine Labo- 
ratories, Menomonee Falls, Wis. (Jan. 5, 


1934.) —Brushless Shaving Cream. 
370,194.—See Illustration. Drusus_ H. 


Nichols, doing business as Truth Associates, 
Chicago, Ill. -(Jan. 15, 1935.) 
particularly skin creams, skin lotions, and 
skin powders. 

370,253.—See Illustration. Houbigant, Inc., 
New York. (1899.)—Perfumes, eau vegetal, 
toilet water, after-shaving lotion, sachet and 
sachet powders. 


Cosmetics, 


370,310.—See Illustration. Houbigant, Inc., 
New York. (1889.)—Soaps and shaving 
cream. 

370,627.—See Illustration. The Peroxide 


Chemical Co., doing business as Vi-Jon Lab- 
oratories, St. Louis, Mo. (Oct. 1, 1935.) 
Nail polish and liquid nail polish remover. 


370,668.—“DRUMBEAT.” Parfums Char- 
bert, Inc., New York. (Oct. 9, 1935.) 
Perfumes, toilet waters, sachets, eau de 


colognes, lipsticks, rouge, etc. 


370,685.—See Illustration. Eugene O. 
White, Rochester, N. Y. (Aug. 23, 1930.) — 
Post mortem cosmetic in liquid form. 

370,717.—See Illustration. Lou F. Marks, 
doing business as Chatterbox Products Co., 


Pittsburgh, Pa. (Sept. 15, 1935.)—Toilet 
preparations. 
370,921.—See Illustration. Oral Seal 


Chemical Co., Dallas, Tex. (July 1, 1933.) 
Preparation for the treatment of pyorrhea, 
liquid dentifrice, and mouth wash. 


370,996.—See Illustration. The Odorono 
Co., Inc., New York. (Oct. 25, 1935.) 


Deodorant and preparation for preventing 
excessive perspiration. 


371,138.—See Illustration. Avol Labora- 
tories, Boston, Mass. (Sept. 1, 1935.) 
Shampoo. 

371,144.—See Illustration. Francis Elm- 


quist, doing business as House of Twigs, 
Kansas City, Mo. (Aug. 1, 1935.)—Astrin- 
gents, cleansing cream, all-purpose creams, 
vanishing creams, and deodorant. 

371,219.—“DEW-DAB.” Lentheric, Ince., 
New York. (Oct. 26, 1935.)—Perfume and 
cosmetic dispensers made of base metal. 

371,220.—See Illustration. Lentheric, Inc., 
New York. (Feb., 1935.) —Perfumes, toilet 
water, talcum, dusting and sachet powders, 
and bath oil. 

371,413.—See Illustration. Laurence Henry 
Backes, San Francisco, Calif. (July 10, 
1935.) —Foot cream. 

371,557.—See Illustration. Sears, Roebuck 
& Co., Chicago, Ill. (Aug., 1935.) —Double- 
duty cream, cleansing cream, tissue cream, 
facial masque, astringent lotion, foundation 
lotion, rose cream hand lotion, face powder, 
etc. 

371,686. Illustration. Forty-second 
Street Sales Co., Chicago, Ill. (June 6, 
1935.) —Soaps, toilet soaps, shaving soap and 
shaving creams. 

371,728.—*CRAIG-MARTIN.” Comfort 


Mfg. Co., doing business as Craig-Martin, 


See 


Chicago, Ill. (Nov. 5, 1930.)—Toilet prep- 
arations. 
371,835.—See Illustration. Vimay-Chany, 


Inc., Culver City, Calif. (May, 1934.)—Per- 
fume, face powder, face creams, hand lotions 
and eau de cologne. 


371,923.—See Illustration. Jeanette Pow- 
der Puffs, Inc., Newark, N. J. (Nov. 16, 
1935.) —Powder puffs. 

372,067.—See Illustration. The Sterilek 


Co., Inc., Brooklyn, N. Y. (July 1, 1934.) 
Facial tissue. 

372,076, 372,077—‘EVEIL” and 
“FLEURS D’ETE” respectively. Bienaime, 
Societe Anonyme, Neuilly-sur-Seine, Seine, 
France. (August and July, 1935 respectively.) 

Perfumes, toilet water, face powder, tal- 
cum powder, bath salts, lipsticks, 
dusting powder, cold creams, sachets, ete. 


rouge, 


372,135.—See Illustration. Les Parfums 
de Molyneaux, Inc., New York. (Nov. 21, 


1935.) 
talcum powder, bath salts, brilliantine, rouge, 
lipsticks, ete. 


Perfume, toilet water, face powder, 








372.202.—See Illustration. Murray J. 
Brown, doing business as Glamorinse Co., 
New York. (Oct. 23, 1935.)—Color rinse 
for the hair. 

372,260.—See Illustration. I. Ralph Wein- 
stock, doing business as Thyrole Chemical 
Co., Philadelphia, Pa. (June 4, 1934.) 
Dentrifrice. 

372,282.—See Illustration. Walter G. 
Legge, New York. (June 1, 1935.)—Bottled 
and canned dog shampoo. 

372,285.—See Illustration. Savage, Inc., 
Chicago, Ill. (Nov. 1, 1934.)—Lipstick, 
rouge, face powder, eyelash and eyebrow 
mascara, creams for the hand and face, prep- 
arations for skin, hair and fingernails, and 
perfumes. 

372,295.—See Illustration. Ybry, Inc., New 
York. (Aug. 12, 1935.)-—Perfumes. 

372,315.—“Lady Orchid.” Dixie Deb Cos- 
metics, Inc., doing business as Lady Orchid 
Cosmetics, Harrison, N. J. (Oct., 1934.) 
Cosmetics. 

372,320.—See Illustration. Fels & Co.., 
Philadelphia, Pa. (July 11, 1935.)—Soap. 

372,322.—See Illustration. George Goda, 
Washington, D. C. (Nov. 25, 1935.) —Face 
cream. 

372,370.—See Illustration. The Lander 
Co., New York. (Nov. 21, 1935.) Eyebrow 
and eyelash grower, eyebrow pencils, chemi- 
cal preparations suitable for the darkening 
of eyelashes and eyebrows, hair salves, hair 
elixirs, dandruff preparations, hair tonics, 
hair oils, shampoos, hair dyes, etc. 

372,372.—“KALAX.” James J. Lax, New 
York. (Nov. 20, 1934.)—Cleanser for gen- 
eral household and industrial use, and soap 
powders. 

372,418.—‘Croyden.” International Cellu- 
cotton Products Co., Chicago, Ill. (Nov. 27, 
1935.)—Absorbent face cleansing sheets 
made of paper. 

372.434.—“Countess.” San-Nap-Pak Mfg. 
Inc., New York. (June 1, 1935.)—Cleansing 
tissue. 

372,449.—See Illustration. The M. Werk 
Co., St. Bernard, Ohio. (Feb. 26, 1919.) 
Stearic acid. 

372,549.—See Illustration. Clare C. Con- 
rad, Wayne, N. Y. (Sept. 12, 1935.)—Foot 
cream. 

372,730.—See Illustration. Mark Cross Co., 
New York. (Dec. 1, 1935.)—Perfumes and 
toilet waters. 

372,747.—See Illustration. Purepac Corp., 
New York. (Feb., 1930.)—Mouth wash. 

372,778.—See Illustration. The William H. 
Loveland Co., Binghamton and New York, 
N. Y. (Nov. 30, 1935.) —Toilet preparations. 

372,791.—See Illustration. Earskin Smith, 
St. Louis, Mo. (Dec. 5, 1933.)—Preparation 
for the treatment of the hair and scalp. 

372,911, 372,912.—See Illustrations. Glame, 
Inc., Hoboken, N. J. (Jan., 1935.)—Nail 
polish, polish remover, and nail balm. 

373,089.—See Illustration. Vit, Inc., Minne- 
apolis, Minn. (Sept. 9, 1935.)—Shampoo. 

373,137.—“R. S. V. P.” Richard Hudnut, 
New York. (Dec. 18, 1935.)—Cleansing 
cream, face powder, lipstick, perfume, rouge 
énd toilet water. 

373,187.—See Illustration. Pinaud, Inc.. 
New York. (Aug. 15, 1935.)—Shaving 
cream. 

373,192.—*PRO-CYS-KERA.” Dr. George 
Fred Wolff & Asso., Inc., Chicago, Ill. (July 
26, 1935.) Antiseptic hair growing prepara- 
tion in ointment form. 
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373,220..‘ANGELASH.”’’ Louangel M332,451.—See Illustration. Marion \V. 
Corp., New York. (Dec. 21, 1935.)—Cos- Reid, doing business as No-D-Ka Labora- 
metic preparation to be applied to the eye- tories, West Springfield, Mass. (July 1. 


lashes and eyebrows. 1914. Serial No. 369,743.) —Dentifrice. 
373,222.—“BARB-ASPIRIN.” Louangel 

Corp., New York. (Dec. 21, 1935.) —Shaving Patents Granted 

cream in stick form. 2.028.489. 2.028.490 Claas. Wilt 
$73,223—"DENT-ASPIRIN.” | Louange —— 

Corp., New York. (Dec. 21, 1935.) —Prepara- ‘ ; : 


2,029,020.—Container closure. William Er 
hard, North Bergen, N. J., assignor to Globe 


Trade Mark Registration Granted an ee — anne sei k 
(Act of March 19, 1920) . WVO0- Aosure device, iware ° 


, ; Farley, Pocatello, Idaho. 
These registrations are not subject to op- 2.029.219. 


position: 


tion for the care of the aan and gums. 


Dispensing container. Eli Bow 
land, Jersey City, N. wee assignor to Con 
M332,447.—See Illustration. De Long tinental Can Co., Inc., New York. 
Laboratories, Inc., doing busines; as De 2,029,506.—Soap stabilizer. Robert M. 
Long Laboratories, Ltd., Hollywood, Calif. Reed, Cincinnati, Ohio, assignor to The 
(Mar., 1933. Serial No. 372,089.)—Eyelash Procter & Gamble Co., Cincinnati, Ohio. 
make-up, eye shadow, dry rouge, moist rouge. 2,029,660.—Dispensing container. Clarence 
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A. Johnston, Pecos, N. Mex. 
2.029,835.—A pplicator. Hans Reiche, 
Bronx, N. Y., assignor to Northam Warren 
Corp., New York. 
2.030,054.—Closure device, 
son, Jr., Huntington, N. Y. 
2.030,058.—Lipstick box. 
Erbele, Krem, N. Dak. 


George Des- 


William S. 


2.030,380.—Closure cap. Solomon A. Love, 
Decatur, Ga. 

2,030,609.—Closure device. Heinrich 
Quittner, Vienna, Austria. 

2,031,363.—Combination vanity case. Erik 
Elof Erickson, North Canton, Ohio. 

2,031,489.—Stable depilatory. Franz 


Koenigsberger, New York, assignor to Par- 
fumerie St. Denis, New York. 
2,031,839.—Container for lipsticks and the 
like. Alex Limbach, Carmel, N. Y. 
2,031,853.—Packaging molten soap. Ralph 
H. Potts, Chicago, Ill, assignor to Armour 
& Co., Chicago, Il. 
2,031,886.—Dispensing container. Solomon 
A. Heifetz, Milwaukee, Wis. 
2,031,893.—Merchandise container. Everett 
W. King, Norwalk, Conn., assignor to The 


Lorscheider-Schang Co., Inc., Rochester, 
Me Ks 
2,031,933.—Vanity case or compact. Harry 


B. Clegg, Attleboro, Mass. 


2,031,979.—Container closure. Charles H. 
Rasmussen, Brooklyn, N. Y., assignor to 


Ferdinaud Gutmann & Co., Brooklyn, N. Y. 

2,032,042.—Fingernail polish remover. 
Clifford E. Bishop, Rego Park, Long Island. 
N. Y., assignor to Northam Warren Corp., 
New York. 

2,032,207.—-Tamperproof closure 
Solomon Grauer, Brooklyn, N. Y. 

2,032,305.—Dispensing device for collap- 
sible Francois Poulin, Sherbrooke, 
Quebec, Canada, assignor one-half to Leopold 
Chevalier, Sherbrooke, Que. 


seal. 


tubes. 


Designs Patented 


Design for combined bottle and 
Paul H. Ganz, New York. 
98,455.—Design for a bottle. Marie Rose 
De Mascolo, Paris, France, assignor to 
Societe Anonyme Scherick, Paris, France. 


98,427. 
stopper. 


98,459.— Design for a bottle. William H. 
Miller, Baltimore, Md., assignor to Carr- 
Lowrey Glass Co., Baltimore, Md. 


98.488.—Design for a vanity case. Albert 
Wewetzer, Elgin, Ill, assignor to Illinois 


Watch Case Co., Elgin, Ill. 


98,531—Design for a bottle. Walter R. 
Leach, Baltimore, Md., assignor to Carr- 


Lowrey Glass Co., Baltimore, Md. 

98,577.—Design for a bottle. Rene Dorand, 
Paris, France, assignor to Lentheric, Inc., 
New York. 

98,587.—Design for box. Charles S. Gage. 
Cold Spring on Hudson, N. Y., assignor to 
Lentheric, Inc., New York. 

98,598.—Design for a glass bottle. 
rence J. Kihn, Pittsburgh, Pa., assignor to 
J. T. & A. Hamilton Co., a corporation of 


Law- 


Pennsylvania. 
98,599. 
Paris, France, assignor to Lanvin Parfums, 
Inc., Wilmington, Del. 
98,601.—Design for a bottle. 
Providence, R. I. 
98,602.—Design for a closure cap. Leo C. 
McAuliffe, Brooklyn, N. Y., assignor to L. 
Mundet & Son, Inc., New York. 
98,612. 


Design for a bottle. Yves Lanvin, 


Mann, 


Leo 


Design for a cosmetic container. 
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Lucien A. Perona, Sausalito, Calif., assignor 
to Substance S Products, Inc., San Francisco, 
Calif. 

98,626.—Design for a closure cap or simi- 
lar article. James Sterling B. Smith, New 
York, assignor to Anchor Cap & Closure 
Corp., Long Island City, N. Y. 

98,662.—Design for a box. Ira Cole, Park 


Ridge, N. J., assignor to Mittag & Volger, 
Inc., Park Ridge, N. J. 

98,717.—Design for a closure cap or simi- 
lar article. Joseph R. Fleisch, Clifton, N. J., 
assignor to Anchor Cap & Closure Corp., 
Long Island City, N. Y. 

98,741.—Design for a toilet powder con- 
tainer. Gaston Taieb, New York. 


ABSTRACTS FROM FOREIGN JOURNALS 


Under this heading are pub- 
lished brief abstracts of articles, 
both technical and general, from 
foreign journals in this field, to- 
gether with page and volume refer- 
ences. We cannot furnish complete 
copies of these articles or journals 
but will be glad to supply the ad- 
dresses of the publishers upon re- 
quest. 


Hans NitscHKE (Seifensieder Ztg., 
39, 801, 1935) tells of problems re- 
lating to the introduction of modern 
soap to certain Central American In- 
dians. The Indians had been making 
an evil smelling product from hog fat, 
resins and wood ash, forming it into 
a ball. While crude, it really was a 
od cleanser. 

Modern soap when introduced, was 
of superior quality and comparable 
in price, but did not sell good. In- 
vestigation proved that the rectangu- 


Oo 
s° 


lar shape irked the Indians, so it was 
made up in balls and sold with more 
or less success. Compositions of dif- 
ferent soaps are given. 


R. Bushby writing in Phar. J., 81, 
345, 
properties of white wax and borax, and 
describes his own experiments. As- 
suming that beeswax contains 15 per 
cent cerotic acid C,gH;;COOH, and 
that this reacts with borax, the author 
finds that 828 parts of cerotic acid re- 
act with 202 parts of anhydrous borax, 
or 5520 parts of white wax react with 
382 parts of B.P. borax., which is ap- 
proximately equal to 14.5 parts of bees- 
wax to | part of borax B.P. 

The author then studies the effect 
of borax on emulsion type by varying 
the amounts of borax in the following 
formula: Liq. paraffin 59.5, white wax, 
14.5, borax 1, distilled water 25. The 
next formula contained half the amount 


1935, reviews the emulsifying 


of borax, the following again half and 
so on, so that starting with 1 gram 
borax, the second amount became 0.5 


gram, the third 0.25, the fourth 0.125 
and the fifth 0.062. It is concluded 
that the larger the amount of borax 
used, the longer it takes for the emul- 
sion to reverse itself from the O/W type 
to the W/O type. Thus, when 1 gram 
of borax was used the finished emul- 
sion was of the O/W type up to 24 
hours after mixing, but on stirring it 
changed to the W/O type. Studying 
other formulas in which stearic acid 
was substituted for beeswax and mak- 
ing suitable adjustments for wax con- 
tent with paraffins, the author finds that 
the change is not dependent on white 
wax, since it takes place in the same 
stearic acid mixture with 


way when 


paraffins is used. 


Frank Atkins ‘reviews cosmetic and 
skin irritants in Phar. J., 81, 346, 1935, 
The 


writer states that perfume found to be 


in a second article of a series. 


innocuous in vanishing cream may be 
found to be irritant in a greasy cream. 
Perfume satisfactory in face powder 
may not be so in cream. Intimacy of 
contact seems to be the important fac- 
tor. Creams containing slightly irri- 
tating perfumes sting more when ap- 
plied immediately after washing face 
in warm water. 

The alkalinity of creams, particular- 
ly of vanishing creams have been ex- 
aggerated. Properly made, there is 
little hydrolysis of soap. Special pro- 
prietary emulsifiers do not compare 


with straightforward alkali stearate 
bases for production of vanishing 


creams when it comes to cost. Properly 
formulated, borax is good emulsifier 
for vanishing creams which require in- 
telligently constructed formulae and 
experience in manufacture. Other fac- 
tors irritating the skin are dyes and 
rancidity. Eosin must not be used in 
portions greater than | per cent. Sweet 
almond oil, spermacetti, coconut oil, 
olive oil must be substituted by hy- 
oils and 


drocarbons, hydrogenated 


non-oxidizable waxes. 





ESSENTIAL OILS 


Almond Bit., per |b. 
S. P. A. 
Sweet True 
Aprical Kernel 

Amber, crude 
rectified 

Ambrette 

Amyris balsamifera 

Angelica root 
seed 

Anise, U. S. P. 

Araucaria 

Aspic (spike) Span. 
French 


Balsam, Peru 

Balsam, Tolu, oz. 

Basil 

Bay 

Bergamot 

Bisch, sweet N. C. 
Penn. and Conn. 

Birchtar, crude 

Birchtar, rectified 

Bois de Rose 


Cade, U. S. P. 

Cajeput 

Calamus 

Camphor “white” 

Cananga, Java native 
rectified 

Caraway 

Cardamom, Ceylon 

Cascarilla 

Cassia, 80@85 p.c. 
rectified, U. S. P. 

Cedar leaf 

Cedar wood 

Cedrat 

Celery 

Chamomile 

Cherry laurel 

Cinnamon, Ceylon 

Cinnamon, Leaf 

Citronella, Ceylon 
Java 

Cloves Zanzibar 

Cognac 

Copaiba 

Coriander 

Croton 

Cubebs 

Cumin 

Curacoa peels 

Curcuma 

Cypress 


Dillseed 


Elemi 
Erigeron 
Estragon 
Eucalyptus 


Fennel, Sweet 


Galbanum 
Galangal 
Geranium, Rose 
Algerian 
Bourbon 
Spanish 
Turkish 
Ginger 
Gingergrass 
Grapefruit 
Conc. 


100 


(oz.) 


(oz.) 


$2.20@ 


$2.40 


3.25 


70 
1.85 


6.25 


1.75 
2.00 


4.00 
18 


3.00 


33 
80 


25 
3.00 
3.60 
2.20 

30.00 
85.00 


1.40 
1.10 
28 


7.00 
15.00 
20.00 


28 
37 
1.05 
21.00 
50 
5.50 
1.75 
3.25 
9.00 
5.25 


1.60 
38.00 
39 


1.30 


7.50 
6.00 


2.10 
4.50 
4.10 


Guaiac (Wood) 


Hemlock 
Hops 
Horsemint 
Hyssop 


Juniper Berries 
Juniper Wood 


Laurel 

Lavender, English 
French 

Lemon, Italian 
Calif. 

Lemongrass 

Limes, distilled 
expressed 

Linaloe 

Lovage 


Mace, distilled 

Mandarin 

Marjoram 

Melissa 

Mirbane (see Nitrobenzol) 

Mustard, Genuine 
artificial 

Myrrh 

Myrtle 


Neroli, Bigarde, P. 
Petale, extra 

Niaouli 

Nutmeg 


Olibanum 
Orange, bitter 
sweet, W. Indian 
Italian 
Spanish 
Calif. exp. 
dist. 
Origanum, Spanish 
Orris root, con (oz.) 
Orris root. abs. (0z.) 
Orris Liquid 


Parsley 

Patchouli 

Pennyroyal Amer. 
French 

Pepper, black 

Peppermint, natural 
Redistilled 

Petitgrain 
French 

Pimento 

Pine cones 

Pine needles, Siberia 

Pinus Sylvestris 
Pumilionis 


Rhodium, Imitation 

Rose, Bulgaria (o7z.)} 

Rosemary, French 
Spanish 

Rue 


Sage 

Sage, Clary 

Sandalwood, East India 
Australia 

Sassafras, natural 
artificial 

Savin, French 

Spearmint 

Snake root 

Spruce 


Styrax 








(Quotations on these pages are those made by local dealers, but are subject to revision 


$4.00@ $ 
15@ .85 
9.00@ 
2.85@ 
40.00@ 
1.25@ 1.85 
60@ .62 
11.50@ 15.00 
32.00@ 
3.75@ 7.50 
1.40@ 1.80 
1.30@ 
65@ .90 
6.25@ 7.25 
11.00@ 12.00 
1.45@ 1.60 
66.00@ 
1.30@ 1.40 
4.00@ 5.00 
6.25@ 
4.00@ 4.25 
8.50@ 10.00 
1.95@ 2.25 
10.00@ 
3.25@ 3.75 
55.00@ 125.00 
70.00@ 150.00 
3.45@ 
1.30@ 1.40 
5.25@ 
2.15@ 2.25 
2.35@ 2.40 
2.25@ 3.00 
2.55@ 2.60 
2.65@ 
15@ 
1,00@ 
4.00@ 5.00 
35.00@ 50.00 
18.00@ 25.00 
10.75@ 11.30 
5.50@ 6.00 
2.15@ 2.40 
1.55@ 1.65 
6.00@ 6.50 
2.10@ 2.30 
2.45@ 2.60 
1.10@ 1.35 
2.35@ 2.50 
1.60@ 2.75 
3.00@ 
1.00@ 1.25 
1.75@ 1.90 
1.90@ 2.15 
2.00@ 4.50 
6.00@ 12.00 
40@_ ~=s «50 
36@ .40 
2.35@ 2.50 
2.00@ 
30.00@ 
5.50@ 6.00 
5.75@ 
85@ .90 
A48@ 50 
2.00@ 2.10 
1.50@ 1.75 
11.25@ 13.75 
15@ 85 
5.80@ 6.50 


Ade 








without notice) 


Tansy $1.80@ $2.10 
Thyme, red 72@ ~~ 85 
White 85@ 1.25 
Valerian 14.50@ 15.00 
Verbena 3.75@ 7.00 
Vetivert, Bourbon 11.00@ 13.00 
Java 15.00@ 25.00 
East Indian 30.00: 
Wine, heavy 1.245@ 
Wintergreen, Southern 3.35@ 3.75 
Penn. & Conn. 450@ 8.00 
Wormseed 2.30@ 2.40 
Wormwood 2.40@ 2.60 
Ylang-Ylang, Manila 29.00@ 35.00 
Bourbon 5.00@ 8.00 
TERPENELESS OILS 
Bay 3.75@ 4.00 
Bergamot 5.75@ 
Clove 4.00@ 5.00 
Coriander 20.00@ 
Geranium 8.00@ 12.50 
Grapefruit 45.00@ 60.00 
Sesquiter ‘less 85.00@ 
Lavender 7.00@ 8.50 
Lemon 8.00@ 14.50 
Lime, ex. 50.00@ 72.00 
Orange, sweet 78.00@ 90.00 
bitter 90.00@1 15.00 
Petitgrain 4.00@ 
Rosemary 2.50@ 
Sage, Clary 90.00@ 
Vetivert, Java 35.00@ 
Ylang-Ylang 28.00@ 35.00 
OLEO-RESINS 
Benzoin 3.00@ 3.25 
Capsicum, U. S. P. X. 2.20@ 
Alcoholic 3.20@ 
Cubeb 3.25@ 
Ginger, U. S. P. VIII 2.50@ 2.60 
Alcoholic 3.30@ 
Malefern 1.45@ 1.60 
Oak Moss 6.00@ 15.00 
Olibanum 3.50@ 
Orris 17.00@ 28.00 
Patchouli 16.50@ 18.00 
Pepper, black 4.00@ 4.60 
Sandalwood 16.00@ 
Vanilla 6.75@ 9.00 
DERIVATIVES AND CHEMICALS 
Acetaldehyde 50% 2.00@ 
Acetophenone 1.50@ 2.50 
Acetyl Iso-eugenol 7.50@ 8.00 
Alcohol C 8 16.00@ 20.00 
C9 26.00@ 40.00 
Cc 10 23.00@ 30.00 
Chl 20.00@ 25.00 
Cc i2 14.00@ 25.00 
Aldehyde C 8 30.00@ 
Cc? 45.00@ 70.00 
Cc 10 42.00@ 60.00 
cil 33.00@ 50.00 
Cc 12 42.00@ 48.00 
C 14 (so-called) 15.75@ 
C 16 (so-called) 15.00@ 25.00 
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Amyl Acetate 

Amyl Butyrate 

Amyl Cinnamate 

Amyl Cinnammic Aldehyde 
Amyl Formate 
Amy! Phenyl Acetate 

Amyl Salicylate 

Amyl Valerate 

Anethol 

Anisic Aldehyde 


Benzalydehyde, U. S. P. 
F. F. C. 
Benzophenone 
Benzyl Acetate 
Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 
Benzyl Iso-eugenol 
Benzylidenacetone 
Borneol 

Bornyl Acetate 
Bromstyrol 

Butyl Acetate 
Butyl Propionate 
Butyraldehyde 


Carvene 

Carvol 

Cinnamic Acid 
Cinnamic Alcohol 
Cinnamic Aldehyde 
Cinnamyl Acetate 
Cinnamyl Butyrate 
Cinnamyl Formate 
Citral C. P. 
Citronellal 
Citronellol 
Citronellyl Acetate 
Coumarin 


Cuminic Aldehyde 


Dibutylphthalate 
Diethylphthalate 
Dimethyl Anthranilate 
Dimethyl Hydroquinone 
Dimethylphthalate 
Diphenlymethane 
Diphenyloxide 


Ethyl Acetate 
Ethyl Anthranilate 
Ethyl Benzoate 
Ethyl Butyrate 
Ethyl Cinnamate 
Ethyl Formate 
Ethyl Proprionate 
Ethyl Salicylate 
Ethyl Vanillin 
Eucalyptol 
Eugenol 


Geraniol, dom. 

Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 


Heliotropin, dom. 
foreign 
Hydratopic Al'hyde 


Hydroxycitronellal 
Indol, C. P. 


lso-borneol 
Iso-butyl Acetate 
lso-Butyl Benzoate 
Iso-butyl Salicylate 
lso-eugenol 
Iso-safrol 


(0z.) 


Linalool 

Linalyl Acetate 90% 
Linalyl Anthranilate 
Linalyl Benzoate 
Linalyl Formate 


Menthol, Japan 
Synthetic 
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$.75@ 
1.05@ 
2.50@ 
3.90@ 
1.60@ 
3.00@ 

.0@ 
2.00@ 
1.00@ 
3.25@ 


1.30@ 
1.55@ 
1.45@ 
.10@ 
5@ 
1.00@ 
5.50@ 
7.15@ 
3.50@ 
15.00@ 
2.50@ 
1.75@ 
1.75@ 
4.15@ 
.0@ 
2.00@ 
12.00@ 


1.15@ 
4.00@ 
4.00@ 
3.60@ 
1.75@ 
8.00@ 
12.00@ 
13.00@ 
2.00@ 
2.00@ 
2.15@ 
3.50@ 


6.00@ 
5.00@ 


2.20@ 
2.35@ 
25.00@ 
3.00@ 


2.25@ 
2.30@ 
2.65@ 
2.715@ 
3.00@ 
3.50@ 
2.00@ 


2.30@ 
2.30@ 
15.00@ 
10.50@ 
9.00@ 


3.70@ 
2.25@ 


$1.00 
1.25 


4.00 
1.90 
4.00 


2.40 
1.15 


4.25 


2.50 
12,00 
14.00 


2.75 


2.45 


5.00 
3.50 


12.00 


3.85 
3.00 


Methyl Acetophenone $1.50@ $2.00 
Methyl Anthranilate 2.50@ 3.50 
Methyl Benzoate 1.00@ 1.75 
Methyl Cinnamate 3.65@ 
Methyl Eugenol 2.90@ 6.75 
Methyl Heptenone 3.00@ 5.00 
Methyl Heptine C'b. 25.00@ 44.00 
Methyl Iso-eugenol 7.50@ 12.50 
Methyl Octine Carb. 24.00@ 32.00 
Methyl Peracreso! 4.00@ 6.00 
Methyl Phenylacetate 2.30@ 3.00 
Methyl Salicylate 42@ ~=««.50 
Musk Ambrette 4.45@ 4.60 
Ketone 4.70@ 4.85 
Xylene 1.40@ 1.55 
Nerolin (ethyl ester) 1.50@ 1.75 
Nitrobenzol 15@ 
Nonyl Acetate 46.00@ 48.00 
Octyl Acetate 35.00@ 40.00 
Paracresol Acetate 4.00@ 5.50 
Paracresol Methyl Ether 3.50@ 5.00 
Paracresol Phenyl-Acetate 10.00@ 18.00 
Para Cymene (gal.) 1.25@ 1.65 
Phenylacetaldehyde 50% 500@ 7.00 
100% 8.00@ 10.00 
Phenylacetic Acid 2.25@ 4.00 
Phenylethyl Acetate 4.25@ 7.00 
Phenylethyl Alcohol 3.00@ 4.25 
Phenylethyl Anthranilate 16.00@ 
Phenylethyl Butyrate 8.50@ 16.00 
Phenylethyl Formate 12.50@ 18.00 
Phenylethyl Propionate 9.50@ 
Phenylethyl Val'rate 16.00@ 
Phenylpropyl Acet. 8.00@ 11.00 
Phenylpropyl Alcohol 4.50@ 8.35 
Pheny!propyl Aldehyde 8.00@ 12.00 
Rhodinol 11.00@ 20.00 
Safrol 460@ = «75 
Santalyl Acetate 22.50@ 
Skatol C. P. (oz.) 7.00@ 10.00 
Styralyl Acetate 15.00@ 18.00 
Styralyl Alcohol 20.00@ 
Terpineol, C. P. .25@ .40 
Terpenyl Acetate 1.00@ 1.50 
Thymene 45@ 
Thymol 1.55@ 1.65 
Vanillin (clove oil) 3.75@ 3.85 
( guaiacol) 3.65@ 3.75 
Vetiveryl Acetate 30.00@ 38.00 
Violet Ketone Alpha 5.00@ 10.00 
Beta 5.50@ 8.00 
Methyl 5.25@ 8.00 
Yara Yara (methyl ester) 1.50@ 1.75 
BEANS 
Tonka Beans, Para 1.25@ 1.40 
Angostura 2.50@ 2.75 
Vanilla Beans 
Mexican, whole 3.00@ 3.75 
Mexican, cut 2.50@ 2.75 
Bourbon, whole 3.15@ 3.75 
South American 2.75@ 3.00 
SUNDRIES AND DRUGS 
Acetone A0WL@ 411 
Alcohol, 190-pf. gal. a 4.30 
Almond meal 21@ = -.25 
Alum, potash M@ .03'/ 
Aluminum chloride 10o@ 
Ambergris, ounce 25. 00@ 35.00 
Balsam, Copaiba 20@ = .22 
Fir, Canada, gal. 9.00@ 12.00 
Oregon 1.00@ 1.25 
Peru 1.50@ 2.00 
Tolu 50@ 60 
Beeswax, white 35@ 37 
yellow .28@ 30 


Bismuth sub-nitrate $1.35@ $1.40 
Boric Acid, ton 125.00@ 140.00 
Calamine -16@ = .20 
Calcium, phosphate 08@ .08%, 
Phosphate, tri-basic 13@ ~~ «15 
sulphate 03%,@ .04 
Camphor 55@ «60 
Cardamom seed 85@ 1.10 
Castoreum 16.50@ 18.00 
Cetyl Alcohol .75@ 1.50 
Pure 1.90@ 2.15 
Chalk, precip. .03'L@ .06!/2 
Cherry laurel water, gal. 1.25@ 
Citric acid 30@ ~=«.35 
Civet, ounce 4.00@ 4.50 
Clay, Colloidal 03@ .03'/) 
Cocoa butter AZ2@ «14 
Fatty Acids (See Next Page) 
Formaldehyde .06@ .06!/, 
Formic acid 12@ «16 
Fuller's Earth, ton 16.00@ 30.00 
Guaran 75@ 1.25 
Gum Arabic, white 24@ = .25 
Amber ANA@ «12 
Gum Benzoin, Siam 1.15@ 1.45 
Sumatra .20@ = .22 
Gum galbanum .20@ 1.05 
Gum myrrh 40@ «42 
Henna, powd. 12@ ~~ .18 
Hydrogen peroxide .05@ «08 
Kaolin 06@ 08 
Labdanum 3.50@ 5.50 
Lanolin, hydrous A8@ = .22 
anhydrous 20@ =«.24 
Lavender flowers 55@ 1.15 
Maanesium, Carbonate 065%4,@ .07'/ 
Stearate 19@ ~~ .25 
Sulfate 02',@ -.03 
Musk, ounce 15.00@ 25.00 
Oils, Vegetable (See Next Page) 
Olibanum, tears A5@ = .32 
siftings 10@ «14 
Orange flower water, gal. 1.50@ 
Orange flowers 30@ .90 
Orris root, powd. 20@ = «75 
Paraffin 04, 07 
Patchouli leaves 16@ ~~ .20 
Petrolatum, white 07@ II 
Phenol 16@ ~~ .20 
Potassium, Carbonate 13@ = .16 
Hydroxide .07'4@ 
Quince seed 50@ 1.09 
Reseda flowers 1.50@ 1.65 
Rhubarb root, powd. 39@ 42 
Rice starch 12@~ «15 
Rose leaves, red 1.80@ 2.00 
Rose water, gal. 1.25@ 
Salicylic acid 40@ 45 
Sandalwood Chips 45@ = «50 
Saponin 1.75@ 
Soap, neutral white 19@ ~—-.23 
Sodium, Carb. Crys. 01%4@ .02'/ 
Phosphate, Tribasic 027'2A@ .04 
Spermaceti . 26@ ~~ 30 
Styrax 40@ 3.25 
Sulfur, precip. 17@ 20 
Tartaric acid 27@ = .30 
Titanium oxide 22@ 25 
Tragacanth, No. | 1.20@ 1.50 
Triethanolamine 45@ = «.50 
Venice turpentine, gal. 45@ = «52 
Vetivert root 320@ 
Violet flowers 9@ 1.15 
Zinc peroxide 1.10@ 1.75 
Oxide AZZ@ ~~ «15 
Stearate 21@ «28 
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Trade in essential oils and aromatic 
chemicals failed to show any improve- 
ment in February. As the result of the 
prolonged period of quietness, how- 
ever, it is felt that stocks in consumers’ 
hands are getting down to a relatively 
low point. 

For a while, transportation was very 
badly hit because of severe weather 
conditions, but toward the close, deal- 
ers were able to point to a decidedly 
better inquiry, and it is believed that 
from will 
more normal proportions. 

The trade was highly concerned re- 
garding the future shipments of anise 
oil, brown camphor oil and a number 


now on_ business assume 


of other products that come from the 
Far East. No anise oil of any quan- 
tity has been available for shipment 
Meanwhile stocks 
here have been gradually dwindling 
and dealers were consequently forced 
to advance quotations quite sharply. 
The full line of camphor oils displayed 
considerable strength owing to the un- 
settled political conditions in Japan 
that for a time led to the establish- 
ment of martial law in some sections. 
Although no unusual activity devel- 
oped in bergamot oil on spot, quota- 
tions have been steadily advancing on 
reports of a new Consortium being 
formed under official government con- 


for several months. 


trol. Buyers of lemon and orange 
seemed to be anxiously awaiting fur- 
ther developments in foreign markets. 
Inquiries for chemicals 
were routine in character, yet there 
were indications of an early upturn in 
trade. Geranyl propionate, anethol, 
and eugenol were firm as the result of 
conditions existing in raw materials. 


aromatic 


Synthetic menthol may possibly as- 
sume a more important position in 
the consuming field for the natural 
product in June when it may be labeled 
U.S.P., if it conforms to the specifica- 
tions laid down in the new pharmaco- 
peeia. Demand for the natural product 
was quiet. For a time the spot market 
displayed a hardening tendency be- 
cause of higher cables, but toward the 
close, the market fell back again owing 
to the presence of fairly large stocks. 


PRICES OF SOAP MATERIALS 


Tallow and Grease 
$0.06 


Tallow, N. Y. C. 
Edible 
Fancy 

Grease white 
House 
Yellow 

Lard 


extra 


Fatty Acids 

Coconut Oil, 98% Saponifiable, tanks 
Corn Oil, 95% T.F.A. tanks 
Red Oil, distilled, tanks 

Saponified 
Stearic Acid, single pressed, c.l. 
Double pressed 

Saponified 
Triple pressed 

Saponified 


Soap Making Oils 
Castor No. 1, tanks 
No. 3, tanks 
Coconut, Manila Grade, tanks 
Corn, crude, Midwest mill, tanks 
Cotton; crude, Southeast, tanks 
Refined 
Lard, common No. | barrels 
Olive, denatured, max. 5% F.F.A. 
bbls., gal. 
Foots, Prime, green, barrels 
Palm, softs, max. 20% F.F.A., drums 
Niger, casks 
Palm, Kernel, tanks 
Peanut, crude, barrels 
Refined, barrels 
Soya beans, max. 2% F.F.A. Midwest 
mill tanks 
Tallow, acidless, barrels 
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a Refined, 


.0754 Nominal 
.0834 @ 

0 @ 07% 
044,@ 0434 
044,@ 04%, 


Il4@ 121% Soap, lye 


AYUa 
AlYG@ 
0834 @ 
0952 (a 
09 fa 
091% @ 
10 @ 
121 2 (a 
.1234 (a 


LI] 


Acid, muriatic, 18°, 100 pounds 
Sulfuric, 60°, ton 


10 @ 
0914 a 66°, ton 

0452 a Borax, crystals, 
0834 (a 
0814 Ga 
111 j (a 


.0834 (a 


a2 
Hydroxide 
92% 
Salt, works, ton 
Sodium 


.76 
083% 


72 
.081 j (a 
0414 (a 
047%. @Q@ 05 

0434 @Nominal 
09% Nominal 
A124,@ 12% 


100 pounds 
Silicate 40°, 
pounds 


Sulfate, anhydrous 
Phosphate, tri-basic 


08 a 


0834 Zine oxide 


Whale, Crude No. 1, Coast, tanks 


barrels 


Chemically pure, drums extra 
Dynamite, drums included 
Saponification, drums 


carlot, ton 
Cyclohexanol (Hexalin) 
Naphtha, cleaners, tank cars 
Potassium carbonate, 80@85% 


(Caustic 


carbonate 
light, 100 pounds 
Hydroxide (Caustic Soda) 76% Solid, 


drums, 


0414, @ 
074%, @ 07%, 
Glycerine 

141 » (a 
1334 @ 
ll @ 
10 


16 

14 

11% 
Nominal 


Rosin 


Barrels of 280 pounds 


$5.90 
5.90 
6.05 
6.25 
6.65 
6.75 
5.50 


$4.60 H 
5.00 I 
5.95 N 
6.00 W.G. 
5.25 WW. 
5.60 X 
5.80 Wood 


Chemicals 

$1.00 

11.00 

15.50 

42.00 
30 
05 
.07 


(@ $1.60 
(@ 
(a 
(a 
@ 
(a 
(a 


71.00 
05% 


potash) 88@ 
(a 


(a 


O71, 
11.50 
(Soda ash) 58% 
123 @ 
2.60 a 
works, 100 
80 a 
0214, @ 
0214 @ 
0514 @ 


.03 
.03 
051% 
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All right, Mr. Manufacturer. 

You want dealer cooperation. You want dealers to 
show your product in their windows . . . on their 
counters . . . in their show cases. You want it out 
where consumers can see it, ask about it, reach for it. 
You know how most display 
space in retail stores is secured — 
through free merchandise deals, 
special inducements that cost 
money. But there’s no induce- 
ment like consumer demand. 
That costs nothing, Other induce- 
ments become unnecessary when 
dealers find that your product in- 
vites inspection, arouses interest, 
prompts a consumer to buy on 
sight. 


aaa 
Consumer Accepted 


You can obtain this priceless display value for your 

product with a well styled package. Ritchie- 

designed packages make your product stand out, 

reflect the quality of your merchandise, offset price 

competition, provide a forceful climax to your 
advertising and merchandising 
efforts at the point of sale. A sales- 
impelling influence on the cus- 
tomer — in the store — makes a 
package by Ritchie a real mer- 
chandising medium. 


WRITE FOR FREE BOOKLET 


Now in preparation, a valuable, infor- 
mative brochure on new developments 
and trends in packaging. Describes the 
Ritchie organization in detail, how it 
operates and how it can help you. 
Write now and reserve your copy. 


W. C. RITCHIE AND COMPANY * 8845 BALTIMORE AVE x CHICAGO 


WEW YORK PHILADELPHIA DETROIT MINNEAPOLIS ST. PAUL LOS ANGELES ST. LOUIS FT. WAYNE 
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ADVERTISEMENT—This 


ALCOHOL NEWS @ 


I i a aaa UN aa 
Marcu \ Monthly Series of Technical Articles for Chemists and Execuuves 1936 


ETHYL ALCOHOL PRODUCTION REDUCTION OF ALCOHOL LOSSES POSSIBLE IN 
PROCESS OF EXTRACTION OF CRUDE DRUGS 


{ttention to Handling of Alcohol and to Equipment for Trans. 
, ee 
ferring Drug Mare Result in Economies 


Economies in the extraction of crude drugs and pnarmaceulicals wit ralcohol 
can be effected by improving methods of handling of alcohol and by select- 
ing suitable equipment for transferring drug marc. Losses can be reduced by 

rq Heo no th ‘ ¢ } 


ao eee 
BOTTLE FOR TAX FREE ALCOHOL ‘."ss%ion 0 crude des amount 


Production 
1000 
prool 
gal 
Withdrawals 
1000 
proof 


ALCOHOL MARKET AHEAD OF 1934 


Pro duction and withdi 
aleohe con | 


} alee 


at ati) ail 
msuming ind 
wt, 

cially de nat t 


“SUMMARY AND ANALYSIS" OF STATE 
LAWS GOVERNING ALCOHOL USE 


iz 


\LCOHOL IS RECOVERED from drug mare in the drey sti 
used by a large drug manufacturer \leohol lo s ordinarily oceur 
is transferred from percolators to the dreg still. 


Prepared Monthly by the U.S, Industrial Alcohol Co, 
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§..0. ALCOHOL FORMULAS REVIEWED 
WITH IDEA OF REDUCING NUMBER 


fication and a reduction 


denatured al 


Ot 
Tre a 
recent 
Ways may 
latured 


IDENTIFICATION PROCESS FOR LABELS 


ifyving products 
leveloped 


ny desired word 


g 
peen ¢ 
a label by a 
ict al Way that 
oistened. Such 
ymplished by 
cost of the 
ater than that 
hat it Is es 

ol 

and cosmetics 
U.S. Patent 


to 


offered 


REDUCTION OF ALCOHOL LOSSES 


U.S.INousTRIAL ALCOHOL E 


ETHY! 
REVISED FOR I 


(LCOHOL TEST METHODS 
Sey RE 


is the first « 
alcoho 
har lat; 


1 becomes effective 


vith t 


etnyvi 


Ihe 


more 


methods of for the 
common impurities and dena- 
turants in ethyl alcohol, as outlined 
ithe U.S. Pharmacopoeia have been 
revised for the Eleventh Edition 
which becomes effective June 1, 1936, 
both Ethyl Alcohol 95 and 
Ethyl Alcohol Absolute 
Under the methods of testing the 
grade, modifications have been 
made in the determination of acidity 
and f the presence of aldehydes 
and methanol. The test for acetone 
been broadened and in- 
cludes other ketones, isopropyl al 
cohol (formerly under a 
test) and tertiary butyl alcohol 
Given below is a part of the 
U.S.P. XI specifications : 


ETHYL ALCOHO! 


Description: 


testing 


lor 


Qs 
) 
or 


has now 


separate 


new 


95% 


Specific Gravity: 


ve O.816 at 


contains not i 
ht, corresponding 
at 15.56 ( 

Boiling Point: 


The rest of the Method 
I Ethyl Alcohol will be 
from the U.S.P. XI 

ibsequent issues of 


NEWS 


artichk 


ALCOHOL 


ALCOHOL NEWS 


TECHNICAL DEVELOPMENTS 


this 


cd source 


gathered 
Further infor- 


obtained bu 


item n column are 


many vai 


on on any of them may be 


ting toU.S.1 


or 


A new preparation for use in general surgical 
antisepsis, for infections of the ear, 
skin, and of the genito-urinary tract has been 
announced, It is available in an 
solution diluted 1 
oil solution, diluted 1-2 
in 


eves 


aqueous iso 

1000, in an odorless 
p00, and as a tincture 
solution 


tonic 
a 1-200 aqueous alcohol acetone 


A new bottle cleaning machine which utilizes 
compressed air is on the market. A blast ot 
released automatically when the bottle i 

placed against a nozzle, blows out bits ot 
fibre, glass dust Two bottles be 
cleaned at a time and the capacity 
1) per minute. The machine is 


dusting out new 


ali 
or may 

aid to 
be 
tor 
product 


designed 
food 


containe) for 


oilet 


. medicines vaters, et 


\ measuring well incorporated in the neck of a 
bottle, makes the use 
withdrawing 
liquid contained 


of a spoon unnecessar’ 
amounts the 
obtain a teaspoonful o1 
tablespoonful, the bottle is tipped, allow 
the well to fill, and then the botth 
an upright positior 
be removed and 
liquid poured off 


vered by a U.S 


measured 


To 
ing’ 
in re 
Phe closure 
measured 


velop 


turned 


ther 


the 
Thi 


patent 


ck 


ain 


ment is ce 


Synthetic waxes to replace the natural products 
now offered in standard 
rhe new vill compete with Carnauba 
Montan, Ceresin, Beeswax, White Ozokerite 

Black O and non-bleaching Montan 
It is reported that melting points range from 
pproximately 145 deyrees F. to 184 degree 


fron 11.1, ash fron 


are eight grrraacte 


waxes 


oKkerite 


nber ro to 


Better protection against rancidity has been ob 
tained by the use of rappers than by 
adait mmon antio 
wccording Onl 


yreen 
the lon of certain ce 


recent report 


} he i 
om light and a 


“Linerless” caps for col- 
lapsible tubes have bx 
cle 


signed 


O. 


WORLD’S LARGEST PRODUCERS OF INDUSTRIAL ALCOHOL 


SPRCIAITLY 


penaturen-All Formulas e 


SOLOX -lhe Genera! Solvent 


COMPLETELY 


{ 
Pt 
{ 


ETHYL ALCOHOT!I 
DENATURED-All Formulas e 
.S.1. Pyro Brand DENATURED ALCOHOI 


RE (190 PROOF) TAX PAID—TAX FREE 
.S. L=-t. Ss. P.-Ethyl ¢ WEBB's-Ethy/ 


Street, New Yor VL. Bra 


aNnunypROUS-Denatured ¢ 
© SUPER PYRO Anti-l reese 


AKSOTTL 








} 
js 


ROUGE & 
POWDER 


Note the celle 
phane inner drun 
making this an 
ideal box for 


powder sampling 


@andin these 
rouge boxes wé 
have an unusu 
ally thick wall 
and base much 
stronger than i: 
found in most con 


ell tee hele ea oL 


E. N. ROWELL CO., Inc. 


BATAVIA . . NEW YORK 


New York Office: Chicago Office: Hollywood, Cal., Office: Boston Offi 


SEWELL H. CORKRAN H. G. MacKAY C . E. DUN H. P. TUCKER 
30 East 42nd Street 180 North Wacker Drive Guaranty Bldg., 6331 Hollywood Blvd. 52 Chauncey Street 
Phone: MUrray Hill 2-3447 Phone: RANdolph 0934-0935 Phone: Hollywood 0111 Phone: Hancock 0398 


Detroit Office: H. E. BROWN Atlanta Office: St. Louis Office: The DICK DUNN Co. 
7376 Grand River Ave. HASLETT McCOLLOUGH Merchandise Mart Bldg., 12th Blvd. & 
Phone: Euclid 2211 231 Healey Bldg. Spruce St. Phone: Central 3544 


os 
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Sample Alcoa Aluminum Tubes, a quotation 
and your own tests will tell you: 

That these Collapsible Tubes cost no more, 
frequently less than others; that their lightness 
saves in packing and shipping; and no closure 
clips are needed. 

That these tubes, though featherweights, are 
several times stronger; so they'll arrive in 


consumer’s hands in better condition. Yet the 


Elza) rr 
i 
Li 


Whether you pack the creamiest creams 
or the tackiest of preparations, Alcoa 
Aluminum Tubes offer you this unbeatable 


combination of important profit advantages. 


annealed side walls are soft and yielding for 
feminine fingers. 

That Aluminum is absolutely nontoxic, 
noncontaminating; a mighty desirable plus 


advantage for quality products. 


But there are more facts than space permits 


reporting. We will gladly send the complete 
story. Just write ALUMINUM COMPANY OF 
AMERICA, 2129 Gulf Building, Pittsburgh, Pa. 


BOlOy wane en Vee men\, 
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“This trouble has been entirely eliminated 
by the use of the WESTITE Closure” 






-WESTITE: 


4g, PROCESS & 
®mMetic co” 


. o° 
REG Us, pat. OF 









Above —The Stokes 90-DH full automatic 
filling, closing and sealing machine. Capac- 
ity 45-50 tubes per minute. This machine, 
with easily-made adjustments, can be ar- 
ranged to apply the double- or quadruplefold 
DiamonLeck Closures, or the WESTITE 
Closure. With this machine, the closure can 
be adapted to the product. Hand-operated 
and semi-automatic models for sealing tubes 
by the WESTITE Process are also available. 


Until the WESTITE Closure was developed manufacturers who package 
in tubes have found “leakers” the production problem that defied solu- 
tion. Corrosion of tube, spoilage of product and soiling of carton have 
caused serious losses through rejections and have prevented repeat sales. 
The WESTITE Closure, which is air-tight and leakproof, banishes all 
these “leaker” difficulties and, in addition, has four other advantages 





which make it important that you investigate it for your products. 2a OU ey 
‘ - Co Ace 8 
1. Saves all clip expense runt Simeg 
‘ e 
2. Uses shorter tubes : ae 
« . : (apn Omen 
3. Prevents product deterioration Wests 
+e : os * 
1. Simpler mechanism — 
: . Seton, 
Read what the Abbott Laboratories say about this new development ~_ ~ 
(in letter above). Send for special folder. “Security for all Products _ 


Packaged in Tubes.” Describes the WESTITE Closure and the equip- 
ment needed to apply it. 


F§rokes MACHINE COMPANY 


Pharmaceutical Equipment Since 1890 


5912 TABOR ROAD OLNEY P. O. PHILADELPHIA, PA. 
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RESERVATIVES........ 


As preservatives we offer the esters of parahy- 
droxybenzoic acid under our brand names of 


TEGOSEPT M and TEGOSEPT P 


—the methyl and propyl esters respectively. 


W: shall gladly make recommendations for the 


use of these preservatives in your preparations. 


™. GOLDSCHMIDT ¢°F?. 


153 WAVERLY PLACE NEW YORK 


515 S. Fairfax Ave., 325 W. Huron St., 512 Washington St., 
Los Angeles Chicago San Francisco 


PLYMOUTH SUNBURN 
PREVENTER CONCENTRATE 


for Oils, Creams and Lotions 


Introdiced several years ago, this “PLYMOUTH” Specialty has enjoyed increased sales each year. It is very 
effective in the prevention of sunburn. Sales of Sunburn preventives quadrupled last year over the previous year 
and promise to continue growing. For positive protection use 20% of “PLYMOUTH CONCENTRATE?” in your 


preparation which can be an oil, a cream or a lotion. 


Tests conducted by Professor A. Taub of New York show that 0.5% to 2% of light of 2900 to 3100 a. u. is 
transmitted through a 0.5 m. m. layer of cream or lotion containing 20% of “PLYMOUTH CONCENTRATE,” thus 
preventing sunburn but permitting tanning. A copy of this chart showing a comparison of this and other materials 
generally used is available. Write for it and for a sample. Formulae for oils, creams or lotions, containing correct 


percentage of Plymouth Sunburn Preventer Concentrate, as shown by test, will be gladly furnished free of charge. 


M. W. PARSONS, IMPORTS 


AND PLYMOUTH ORGANIC LABORATORIES, INC. 
5. Ann Street New York, N. Y. 
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FOR THE WELL-GROOMED MAN 


FOUGERE ALPINE —s12.00 a pounp 
A refreshing odor of sweet fern especially prepared 
for after-shaving lotions, talcums and toilet waters. 
FOUGERE SAVOIE~—ss.25 4 pounp 


A more moderate priced Fougere for shaving 
creams and soaps. 


EAU DE COLOGNE TRIPLE~—ss3.00 a pounp 


This well-known product is popular both here and 
abroad. Unexcelled for toilet waters and after- 
shaving lotions. 


LAVENDER PYRMONT-~=ss.50 a pounp 


An English type oil. A finished product for use in 
soaps, shaving creams and powders. Due to the 
present high cost of natural lavender oil, manufacturers 
will find it to their advantage tc specify Lavender 
Pyrmont as it has been especially devised to give 
the highest results at a moderate cost. 


3» 


These valuable synthetics are among the principal 
constituents of the odors used in men’s toilet requisites. 


COUMARIN SCUR 


Has long been one of the outstanding Rhone-Poulenc 
specialties. Now being manufactured by du Pont 


-.on a large scale under the some improved process. 


Sold in two forms, large and small crystals. Careful 
re-crystallization assures absolute purity and freedom 
from chemical by-odors. 


COUMARIN F SCUR 


A new synthetic which approximates more closely 
the natural sweetness and warmth associated with 
the Tonka Bean. Although similar to ordinary Coumarin, 
it possesses a finer and more delicate aroma and 


_ flavor. Ata slight additional cost, Coumarin F may 


be substituted in any case where Coumarin is now 
used, giving to fine compositions a more natural 


effect hitherto unobtainable. 


When writing for samples be sure to use your firm's letterhead 


-E. I. DU PONT DE NEMOURS & CO., INC. 


Organic Chemicals Department 


Fine Chemicals Division Wilmington, Delaware 


AGENTS FOR SOCIETE DES USINES CHIMIQUES RHONE-POULENC 





SHAMPOO 
BASE SOAPS 


Coconut Oil—60% Anhydrous 
All Colors 


Olive Oil—60% Anhydrous 
Natural Only 


Coconut Oil—50% Anhydrous 
All Colors 


LIQUID 
SHAMPOOS 


Coconut Oil — 30-35-40-45% 
All Colors—Perfumed 


Olive Oil—Natural Only 


80% Pure Olive Oil 
20% Coconut Oil 


Castile Soap—Natural Only 
Made from U. S. P. Castile Soap 


BAR SOAPS 
Castile U.S. P. 
Coco-Castile 50-50% 


Pure Coconut 


POWDERED and 
GRANULATED 
Castile U. S. P. 
Coco-Castile 50-50% 


Pure Coconut 


PHONE CUMGERLANO sonia 
Maia SOAP 
54-60 RICHARDS ST. BROOKLYN, N.Y. 
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Constant Research 
has enabled DUVAL 


to sell its products to an 
ever-increasing clientele 


To makers of 
Toilet Preparations Flavoring Extracts 
Food Products Insecticides 
Dentifrices Soaps, Etc. 


We earnestly solicit your inquiries for spot 
goods or on contract for future delivery on 
Essential Oils, Aromatic Chemicals, Natu- 
ral and Synthetic Flower Oils, Resinoids, 
Natural and Synthetic Fixatives and all 
other Perfume and Flavor Materials that you 
may be using in your product. 


If you are interested in modern, 
distinctive and artistic 


Perfume or Flavor 


CREATIONS 


for any kind of Toilet Preparation, or for a 
particular kind of Food or Flavor product, 
write us, and we shall be pleased to go into 
this more fully with you. 


TURTLE OIL 
(100°. Pure) 


full of vitamins A and D, True Turtle Oil has 
no equal as an absorption base in Face Cream. 


Sumples and Prices Gladly Sent on Request 
With Full Information as to Its Use 


ae DUVAL 


123 East 24th St., New York 
















NO 
GREASE 


in your Peroxide, Bleaching 
and Deodorant creams! 
























Acimul, an amazing new material, 
now makes it possible to produce 


greaseless creams with Lemon juice, 

Hydrogen Peroxide, Salicylic Acid Les PARFUMS 
and other acids and salts. Think what 

this means. It is no longer necessary de FRANCE 
to use absorption bases and other 
greasy materials. Your product will 


have a new appeal, a greater ac- 
ceptance! 


The only publication edited in 
the World Center of the Floral 
production. Luxuriously edited 


and illustrated; published with 


What is Acimul ? a enero. 
a 


It's a hard, light-colored, wax-like Supplies all the news relating to: 


emulsifying cream base—free from iia: ill lamas. snail te 
















odor. It disperses in hot water and perfumery; selections, new types, 
dilute solutions of Lactic, Boric and hybrids; crop reports. . . 
similar acids, forming stable creams —methods of obtaining natural 
or fluid emulsions. It is non-irritating. perfumes, essential oils, their iso- 
lates, etc... . 
PRICE SCHEDULE 


—findings of our research staffs 


400 Ib. drums 40 Ib. cans 8 Ib. slabs 2 Ib. cans in Grasse and Paris; studies of 

or slabs or slabs raw materials; n thods of 

. ; new methods o 

40¢ Ib. 45¢ Ib. 50¢ Ib. 65¢ tb analysis; new ways of detecting 
frauds... 


Further information on Acimul will 
be furnished on request. Ask us to —suggestions for compounding 
d fold ate n floral or bouquet odors; working 
send you tolder containing some in- of Gonmslne, csc... . 
teresting formulas for making typi- 
cal creams (Bleaching, Peroxide, Subscription rate: 100 Francs 
Deodorant). 
Les Parfums de France 
GLYCO PRODUCTS COMPANY 51, Avenue Victor-Emmanuel III 
INCORPORATED PARIS (8°) 
949 Broadway (Dept. 20) New York 
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BEESWAX wit iiieres 
and filtered 


THE finest beeswax, 
SL aiid 


A 


bleached to snowy whiteness and 
100% pure. The ideal base for 
really fine creams. Samples and 


quotations on request. 


Bleachers and Refiners of Beeswax 


258 BROADWAY NEW YORK CITY 


FRANK B. TRACY, 201 N. Wells Bldg., Chicago, Il. 
C. L. IORNS, 619 Clark Ave., St. Louis, Mo. 


CMM OBS eV 


Beeswax Bleacheries and Refineries in Morris County, N. J. 
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GERANIOL PURE 


has the rosy character of the 
last, lingering fragrance of 


dried rose petals. 


A. Mc. TODD COMPANY 
S. A. 


KALAMAZOO MICHIGAN, U. 


Business Established in 1869 
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PK. SHIPKOFF & CO. * 


Kazanlik - Bulgaria 
Sole Agents for United States and Canada: 


COMPAGNIE PARENTO, Inc. 
507 Fifth Ave., New York 


(Branches in principal cities) 


Z£61 GALVYOdYOONI 


Distributors and Exporters 
of the finest— 


OWN DISTILLATION 


Always uniform and one 


quality only ~ the best 


ESTABLISHED 1840 


Distributing depots: New York *® London °* Paris °® Grasse ® Hamburg 


LA PARFUMERIE MODERNE 


A Monthly Review Devoted To The 


Perfumery And Allied Industries 
FOUNDED 
- IN 1908 - ; ‘ 
La Parfumerie Moderne publishes the most com- 


plete Technical and Practical Articles on Essential 
Oils and Synthetics and their uses in Perfumery, 
Soaps, Drugs, etc. 


La Parfumerie Moderne publishes its principal 
articles in English and Spanish. 


SEND FOR SPECIMEN TO THE PUBLISHER 


LA PARFUMERIE MODERNE, 15 rue Constant, Lyon 3° (France) 
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Your own brand 


of 


cosmetics .. . 


must bring you a satisfactory profit— 
but above all must possess merit and 
distinction. 


Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


You can buy our products in packages 
completely finished for resale, or pack- 


Quality! 


Our experience of over a third 
of a century in specializing in 
the manufacture of aromatics of 
the highest type is reflected in the 





aged but not labeled, or in bulk if you 
want to do your own packaging. 


quality of the following products. 
They have met with the accept- 
ance of the most critical users 
of perfuming materials. It 
will pay you to examine them. 


Rhodinol H. P. 
Geraniol H. P. 
Citronellol 
Linalool Extra 
Citral C. P. 
Amy! Salicylate 


Samples and quotations will 
be sent promptly upon request 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. This carries no 
obligation to purchase. 











We list only the fast selling items. If what 
you need is not listed, let us know and 


we will advise you promptly regarding it! e odors 
smo V eles 
| sarerestin’ path oils: 
CREAMS Sundries (Cont'd) Liguids (Cont'd) an Se 
Acne Cream Rouge After Shave Ve have oi sha os; por 
All Purpose Eye Shadow Lotion V Ifo ed sham? ’ sent u 
Bleach Dusting Powder Deodorant su for ill be ow t 
Cleansing . 


| Cocoa Butter 
| Cold LIQUIDS 
Foundation Perfumes 
Lemon Toilet Water 
Tissue Shampoo highest grade in 
Beauty Mask Hair Tonic Light, Med. and , 
Clay Pack Lotions Heavy weight 
Deodorant Skin Tonics carried in stock. 
Astringent The quality of 
SUNDRIES Brilliantine our Face Pow- 
Rouge Compact Powder Base der has a world 
Lip Sticks Muscle Oil wide reputation. 


“Klinker 


MFG. 4FG. CO” 


FACE POWDER 


More than 70 
shades of the 
































9200-9210 Buckeye Rd., Cleveland, Ohio 
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Standard for 46 Years 


HE hidden secret of your suc- 

cess lies in the selection of a 
supplier who knows all grades of 
Talc and can offer without preju- 
dice. We will not betray confi- 
dences, but can and will advise. 
The acceptance of our judgment 
has resulted in outstanding success- 
ful merchandising of the more con- 
sistent quality types of Cosmetics. 


Whittaker, Clark & aniels, Ing 


IMPORTERS - MANUFACTURERS - exegpTens 
ESTABLISHED 1890 {3 
7 





260 West Broadway Telephone: WAlker 5-3750-1-2-3 New York City 


rg 
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...106,500 square feet 
of SUPERFINE BEESWAX !! 


Visit our-plant and convince yourself that we do produce a 100% sun-bleached beeswax. Our 
facilities include 142 bleaching racks, each 150 x 5 feet, enabling us to produce 70,000 pounds 
of K. K. pure beeswax per month. 


@ SUN-BLEACHED AND YELLOW BEESWAX 


SAVVILCGE 

KOSTER KEUNEN ‘2° v3 
NEW YORK 

IN THE MIDDLE WEST: WALTER H. JELLY & CO., Inc., 412-420 N. WESTERN AVENUE, CHICAGO, ILL. 
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Fast Drying 





Water clear; dries in 20 minutes (about half time of 
ordinary sets), no alcohol or other inflammable sol- 
vents; no preservatives. Can be prepared in ten 
minutes by a child. 


FORMULA 
3 ounces (by weight) Boral F. 
1 gallon warm (about 130 degrees Fah.) water. 
Perfume and color to suit. 
Directions: Heat water to temperature and add the Boral PF, 
stir to solution. Add perfume oil and color if desired. Filter if 
very bright solution is wanted. 


PRICES: 

5 lbs. per Ib. $1.25 
* ss 1.15 
_ 7 = 1.00 
s@ “ ~ .90 

100 “ =? 85 


1 Ib. trial lots per Ib. $1.50 parcel post prepaid in U. S. $1.75 
per Ib. in Canada and foreign countries. Terms on trial lots. 
Cash with order. 


We can also furnish you with suitable perfume and 


colors. Send for our price list if you do not have 


same. We supply all cosmetic chemicals. 


R. F. REVSON CO. 


91 Seventh Avenue New York 
Cable Address: Coschems 
Specializing in 
Chemicals for the Cosmetic Industry 


VANILLA BEANS 


For over 75 years the recognized 
source of supply 





“Look for the Symbol of Standardization” 


GUMS 


Tragacanth 


Arabic Karaya 


All powdered gums standardized by 


Laboratory Control 


THURSTON & BralpIcH 


55 Vandam Street New York 
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FINGER WAVESET 





staff we offer our sincere con- 





Harriet Hubbard Ayer 
and NO-KAP x 


receive the 





*CONSUMER 
CONVENIENCE 


THE National 
Packaging Exposition of 1936 
has awarded premier honors for 
Consumer Convenience to the 
Harriet Hubbard Ayer Sun 
Cream Tube, equipped with 
the No-Kap Closure. 


To Mrs. Lillian S. Dodge and 
the Harriet Hubbard Ayer 


gratulations. I+ was fitting that 
this house of international repu- 
tation should further distinguish 
a fine product by the adoption 
of the No-Kap Closure. 


®@ No-Kap Closures are suitable for 
all products packed in collapsible 
tubes. Write today for samples and 
particulars. 


NO-KAP CLOSURES (U.S.A.), Inc. 
PROVIDENCE, R. |.: 136 WEST EXCHANGE ST. 
NEW YORK, N. Y.: 331 MADISON AVENUE 





OUTSTANDING EXCELLENCE 


.. . That accounts for the popularity of 
Interstate Colors. 


No matter what your color requirements 
are, consult us. Our expert advice will 
prove of great value to you. 


CHLOROPHYLL e SAPONINE 


INTERSTATE COLOR CO. 


3 BEEKMAN STREET, NEW YOR 


—Ready for Immediate Shipment 


I—I5A Stokes Powder Filler, motor driven. Tue) 


2—Stokes & Smith Powder Fillers, motor driven, 
with and without conveyors. TRANSPARENT 

1—32” Dav Pot Mill, motor driven. Ii 

2—20’ Conveyor Tables, motor driven. EME 

2—80 gal. Aluminum steam jack. Kettles. re 

I—Kiefer 12” plate and frame bronze Filter Press. ; 

I—Sperry 12” 5-plate Aluminum Filter Press. lee og 

I—U. S. 2 spout Vacuum Filling Machine. ar oN 

i—Colton worm type Tube Filling Machine. 

5—Collapsible tube Closing Machines. “aaa F R U l T J A R C O * 

5—Day Rapid Sifters No. | to 3 belt and motor dr. "omar ig 

i—Day 000 Ointment Mill with force feed. SS pag te NEW BRUNSWICK N. J. 

2—16” and 20” Schutz-O'Neill Pulverizers rr 

3—80 qt. Read 3-speed Mixers, motor drive. Aneta 

I—Hobart 6 qt. 2-speed Mixer, motor drive. & 

I—Read 8 qt. 2-speed Mixer, motor drive. sia 

I—Day 9x34” 3-roll water cooled Mill. jj ’ 

8—Day dry powder Mixers: 25, 100, 400, 600 Ibs. Hy) // * COLLAPSIBLE TUBES 

2—Pfaudler 50 gal. closed Tanks with agitators. 

5—50 gal. closed Glass Lined Tanks. CORK TOPS 

2—U. S. 60 spout rotary Bottle Rinsers. 

I—Precision 2-4 gal. steam Water Still. 

2—Day !5 gal. Pony Mixers. 


SPRINKLER TOPS 


A complete line of used rebuilt and guaranteed 
Process Equipment. Send us your inquiry. DOSE CAPS 


Wanted: IDLE EQUIPMENT—send list 
ee SHEET METAL GOODS 


LOEB EQUIPMENT SUPPLY CO. eines 


616 W. Lake St. (Tel. Monroe 5602) Chicago, Ill. 





* 
Heavy Linen Fibre Filter Paper for Rapid Filtration 
of Large Quantities—Very Strong 
PACKED AS FOLLOWS: 
3 inch, 55 Ib. Bales 20 inch, 110 lb. Bales 
inch, 55 Ib. Bales 44 inch, 55 lb. Bales 


inch, 55 lb. Bales 26 inch, 55 lb. Bales 
32 inch, 55 Ib. Bales 


Also folded—packed in cartons 
Free illustrated leaflet on request 


AUGUST GIESE & SON, 121 E. 24th St., N.Y.C. pitta 


Bale of Filter Paper 
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ENLIVEN AND ENHANCE THE FLORAL NOTE 
IN PERFUMES 6 


@rCUs SW! 


@ WNARCISSIN K is a base for 


Jasmine, Narcissus and similar flower odors, producing a heavy note 





A 





with results which are softer and more natural than by the use of 


other ingredients of the heavy type, notably Indol. 


The odor is intense and adherent and causes no discoloration. It may 
be used, therefore, to obtain the characteristic floral-fecal odor where 


Indol would be objectionable because of its tendency to discolor. 


From 2% to 5%, depending on the 








type of odor in which it is incorporated, 
is indicated. 


Samples and further information will AROMATICS DIVISION 


gladly be furnished on request. 





170 Varick Street, New York City @ 1220 W. Madison Street, Chicago, Ill. @ 907 Elliott Street, Windsor, Ont. 


THE COLTON CLOSURE WILL PAy You 







No more clips to buy No stops to replenish clip rolls 
No clip stock to carry : 
No clip wastage No maintenance expense on 
No clip corrosion automatic clipping heads 
Continuous production Better appearance 
Reduced overhead Added security to contents 


HE Colton Closure is a new method of sealing a 

collapsible tube, eliminating the clip entirely and 
giving a more decorative appearance with greater 
security to the contents. 


It is completely formed on the new Colton Automatic 
Tube Fillers by making the two usual double folds, 
making a third fold in the reverse direction, and then 
securing and giving more rigidity to the folds by 
corrugating the folded end. 


The Colton Closure is an investment which pays you 
dividends immediately, through savings in time, 
labor, and material. 


Write for a sample tube and full information on our 
new machines. 





Patented 


U. S. Patent No. 1,125,773 
U. S. Patent No. 1,155,143 


other patents pending 







ARTHUR COLTON CO., Detroit, Mich. 
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COLOR 


PROBLEMS 
ARE EASILY SOLVED 
ANILINE COLORS 


For Perfumes, Soaps, Shampoos, 
Bath Salts, Toilet Preparation Com- 
pounds. Nail Polish, Waveset and 
Permanent Wave Lotions. 


COSMETIC COLORS 

For Rouges, Face Powder, Lipsticks. 

CARMINE No. 40 
SAPONINE 


—the Perfect Foam Prod ucer 


We also carry a full line of 


CERTIFIED FOOD COLORS 


LEEBEN CHEMICAL CO., Inc. 
Successors to H. LIEBER & CO., Inc. 
389 Washington St., New York, Tel.: WAlker 5-0210, 0211 


| 


Ot 
ab, 


“A 













PRODUCTS 


presents: 


A FRENCH 

APPLICATOR 

BOTTLE 
i ‘ 
















HEXAGON 

SHAPED SQUAT 

1UG in 1 and 2 
am stock sizes 





























No. 18 





FRENCH 
FLACONETTE 











0 102 
TALI 





















No, 122 

: PER- ROMAN 
i FUME VASE 
VIAL SHAPED VIAL 

LOW PRICED 





ae PRICED 
6-% - drat 1-2-3-4-8 CC Cap 


Stock sizes 


GLASS PRODUCTS CO., GLASSWARE 


VINELAND, NEW JERSEY 





NEW YORK ATLANTA, GA CHICAGO, ILL 
43 za a ae Warren M. Curry EK. Marx & C 
oF ) and ve - > 
Brooklyn, N. Y 2895 Peachtree St 08 W. Washington St 


122 


COSMETIC 
SAVE ON EQquiPpMENT 








Ag? 
In Brazil- ae 


BRASIL 
PERFUMISTA 


—is the only publication bg Oe 
devoted exclusively to the eg we 
; CE¥ 


Toilet Goods, Perfume c 
and Cosmetic Industry in Pg ¢ ¢ 


Brazil. 5:92 , 
Official Organ for the ee 


Association of Brazilian : 


Perfumers. Po i”. 
Circulates in all South A Be 


American Republics. a : 
Send for schedule of ad- oK¢ e¢ 


vertising rates and sample Pee ¥ 
copy. Pf % 
Av. Rio Branco 9 bf Be 


Caixa Postal 2894 eg % D 
Rio De Janeiro, Brazil a oe 














LIQUIDATING SPECIAL PURCHASES 
FROM FOUR DISCONTINUED PLANTS 


Lazelle Perfumers - DeNovo Cosmetics 
Manhattan Chem. Co. © Druggist Research Labs. 









Karl Kiefer, Pneumatic Scale, U. S. Fowler Vacuum and 
Gravity Fillers. 

Colton No. 1 Suppository Press—Colton Automatic Filler, 
loser and Clipper. 

Day, Ross 24% to 40 gal. Pony Mixers—Day, Ross Invincible 
Mixers 

Day, Stokes and Stokes & Smith Powder Fillers—World, 
National, Ermold Labelers. 

Colton and Stokes Single and Rotary Tablet Machines—in 
all sizes. 

Day and Gedge Gray Sifters and Mixers, 15 to 2000 Ibs. 
capacity. 

W. & P. 100 gal. Jacketed Mixers—Ross 30 gal. Jacketed 
Mixer. 

Straub, Raymond, Williams Hammer Mills Mead Mills 
No. 1 and No. 2. 

Quaker City Grinders and Pulverizers—100 to 1000 Ibs. 
capacity. 

Kettles, Filter Presses, Coating Pans, Stills, Conveyors, 
Cappers, Tanks. 


Each Machine Guaranteed 
Re-conditioned Good-as-New 


“See First first” 








First Machinery Corp. sew tox ci 


“We aay Eg your surplus equipment” 
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Ambergris 
Synthetic Lumps 


A product that has met with universal ap- 


Methyl 
Naphthy!| Ketone 


of absolute purity 





proval by practically all perfumers who have 
experimented with it. 






Ambergris Synthetic Lumps have the unique 





property of preventing or overcoming the A basic aromatic chemical found to be most 





earthy odor often present in raw materials 





; s useful for imparting a desirable orange 
used in face powders and allied products. 












s ; ; blossom odor. 
Write us for information how to prefix your 






face powder to overcome the above objec- Write us for quotations and also for infor- 





tionable feature and to improve the perfume mation on other Vanillin Fabrik products. 


value of your products at a slight additional 






cost. 


Product of 


VANILLIN FABRIK 





Product of 


P.R. DREYER INC. 


P. R. DREYER Inc. 


12 EAST 12th STREET NEW YORK 


Los Angeles, Calif. New Orleans, La. St. Louis, Mo. Houston, Texas 
San Francisco, Calif. Chicago, III. Cincinnati, 0. Des Moines, ta. 
Kansas City, Mo. Detroit, Mich. Baltimore, Md. Philadelphia, Pa. 


= Canadian Representative: FLAVORS & AROMATICS SUPPLY CO., 68 King St. East, Toronto, Ont. i 
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BUTTER FLAVOR 
INGREDIENTS* 


THE SE are all 


THE NORTHWESTERN time-tried and approved ingre- 
CHEMICAL COMPANY dients of successful Butter 


INCORPORATED i ed 
The Largest Makers of Butyric Ether in the World Flavor formulas. 


WAUWATOSA WISCONSIN 
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Always light in color, sweet in odor, and smooth in texture. 
Repeat orders of our Lanolin bring you the same fine quality 





that you received upon your initial requirement. 


Specify NIMCO, and put uniform quality in your product. 
A U.S.P. PRODUCT 


Write for samples on your business letterhead. 


N. 1. MALMSTROM & CO. 


147 LOMBARDY STREET, BROOKLYN, N. Y. 











ERTEL CAPPER 


The Ertel Hand Capper caps 
bottles like the ticking off of 
' seconds ... hour after hour... 
without wrist motion . .. without 
operator fatigue . . . without a, 
kilowatt of electricity to pay for. 














Simple in construction. Only 
$9.75 to buy. Efficient in per- 
formance. Fast. Positive. Get 
one and try it yourself. Comes 
complete with one chuck. Other 
size chucks easily interchange- 
able. Send sample of cap with 
order. 


ERTEL corporation 


Dept. F, 120 E. léth St., New York, N. Y. 


















BUY IN CANADA, FOR YOUR 
CANADIAN TRADE 


Plain or Lithographed Tubes, of finest 
quality. Prompt delivery assured. 


















ALUMINUM SCREW CAPS 
7 SHAVING STICK BOXES. ETC. 
WE ALSO MOULD BAKELITE AND 
DUREZ CAPS FOR JARS AND TUBES 


COLLAPSIBLE TUBES 
& CONTAINERS, Ltd. 


TORONTO.... CANADA 


For the Best B OO k S 


on the Perfume and Allied Industries 











ALSO MANUFACTURERS OF 


Neutral Asbestos Filter Sheets, Pumps, 
Portable Mixers, Glass Lined Tanks, 
Jacketed Tanks, Portable Vacuum or 

PATENT Gravity Bottle Fillers, Allegheny Stainless 
APPLIED FOR Stee! Tanks. 





























Consult 


BOOK DEPT. 


ROBBINS PERFUMER CO,, Inc. 
9 East 38th Street New York 
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z S SE NTIAL O IL S QUALITY ¢ QUALITY »¢ oats 
we have been supplying the A 4 O N i T A 





Q 
U 

careful buyer RE A UTY 1 
for three score years: C O S M 3 T | C S ‘ 
QUALITY ¢ QUALITY ¢ cours 


Oil Bay 
“Bois de Rose Brazilian 
Cassia Redistilled U.S. P. 


Cananga Rectified 


Hand-Made Velvet Finish 
POWDER COMPACTS 


Hand-Made Velvet Finish 
ROUGE COMPACTS 


*Truly Indelible 
LIP STICKS 


Truly Indelible 
CREME ROUGE 
Eye Shadows 
EYEBROW PENCILS 
COSMETIQUE—( Mascara) 
FACE POWDERS IN BULK 
Abonita or your Formula 


ROUGE POWDERS 
Creme Rouge—Eye Shadow—in Bulk 


Geranium African 
Geranium Bourbon 
Lemon Italian 
Orange Italian 
Peppermint Natural 


Peppermint Redistilled 


. *We have a Super-Quality Indelible 
Vanilla Beans Lip Stich 

Every Product Highest Quality 
We carry complete stocks of the various Purest Ingredients Fully Guaranteed 
qualities, and will be happy to submit 


samples and quotations at your request. 


Meee > co ce KHe RP PCH © KHer>cCn © 
Coe > CO ce Karel ce KH pCO © 












TAP-IT-PAC 


Loose Powder Vanities 


Tonka Beans 


Patent Pending / 
“The Loose Powder 
Case Without a yy 
Complaint’ 


We cordially invite your inquiries. 





| TAP-IT-PAC 
DISCS 


to Fit Your Own Cases—Your Brand. The Faultless Loose Powder Device 
| 


—ARTHUR A. TILWELL Co. QUALITY ¢ QUALITY ¢ QUALITY 
STIL g A S O a | T A 
- IMPORTERS - EXPORTERS - -| 0 





MANUFACTURERS 
601 W. 26th ST. 350 N. CLARK ST. COMPANY ¢ INC. 
NEW YORK CHICAGO | Founded 1905 


“AN UNIMPAIRED RECORD SINCE 1878” Manufacturing Trade 


L 
zB 
I 
- 31 Years of Quality Service to the 
¥ 
+ 24 to 30 So. Clinton St., Chicago, Ill. 
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REBUILT EQUIPMENT 


1—U.S. Bottlers 8-spout Siphon Bottle Filler. 
1—Alsop Portable Vacuum Filler, with A.C. motor. 
1—Karl Kiefer 4-spout tray type Vacuum Filler. 
1—Pneumatic Scale 11-spout Vacuum Filler. 


USED THREE WEEKS. 


1—U.S. Bottlers 22-spout Rotary Vacuum Filler. 

5—World, Ermold and National semi-automatic La- 
belers. 

1—McDonald Weeks type Automatic Labeler. 

2—Karl Kiefer Rotary Visco Jar Fillers. 

1—Colton #10 worm type Filler for jars and cans. 

Tube Filling, Closing and Clipping Equipment. 

1—Eppenbach Colloid Mill, 10-15 gals. capacity. 

= five plate Disc Filters, one 12”, one 
18” dia. 

2—Karl Kiefer Disc Filters, #1 and #2 size. 

Dry Powder Sifters & Mixers, lab. size to 4000 Ib. cap. 

2—J. H. Day Emulsifiers, 24 and 50 gals. capacity. 

2—Powder Fillers, one Stokes and one Day make. 

1—J. H. Day 8 gal. motor driven Pony Mixer. 

5—Single and multiple punch Tablet Machines, ™% 
to 11%”. 

2—50 gallon Percolators. 

1—U.S. Bottlers 60-spout Rotary Bottle Rinser, with 
A.C. motor, Tex-rope drive. 

MISCELLANEOU S—Kettles, Drug Mills. Filter Presses, 


Grinders, Pulverizers, Mixers, Ointment Mills, Screens, Coating 
Pans, Dryers, Pumps, Boilers, etc. Send for latest printed list. 
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WHAT HAVE YOU FOR SALE? SEND US YOUR LIST. 


Consolidated Products Company, inc. 


14-15 Park Row New York, N. Y. 


i} 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 


DP EEIWH 


T. L. BRAND 







PURE WHITE 
Extra Quality ... U.S. P. and 100°, Pure 


DVER 82 YEARS OF CONTINUOUS BUSINESS 
IN THE UNITED STATES—ESTABLISHED 1852 


THEODOR LEONHARD WAX CO.., Inc. 





HALEDON, PATERSON, N. J. 
a Distance Telephone: SHerwood 2-1444 
A.C. DRURY & C 219 E. North Water St.. Ch 1g 
ed by ur Western Representative: ALBERT ALBEK, Ir 
Fairfax Ave s Angeles, Ca and 512 Washingt St.. San Frar Ca 


CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 


Please send check with copy. Address all communications to 


THE AMERICAN PERFUMER, 9 East 38th St., New York 


BUSINESS OPPORTUNITIES 


FOR SALE 
16 concessions in leading department stores in principal cities. 
for Our 
patented bulk perfume dispenser meets instant approval. 


Address B. 


Growing, profitable perfume business now operating 


exclusively 
Illness 
O. No. 


Unlimited opportunity further development. 


compels sale. Reasonable and terms. 


2208, The 


price 


American Perfumer. 


A 3 CENT 


lustre, 


SHAVING 


Proven 


CREAM 


available 


With copious lather and high 


formula for complete process, material 


laboratory control. Sample to aceredited 


M. Larimore, 750 Riverside Dr... New York City. 


simple 


R. 


specifications, 


manufacturer. 
HELP WANTED 


SALESMAN for a prominent line of Shampoo, Base and Shaving 


Cream in bulk. Address H. W. No. 2165, The American Perfumer. 


SALESMAN—Well-known, old-established 


of perfumery and cosmetic 


American manufacturer 
raw materials has opening for experi- 
and New 
Experience in manufacture of perfumes and cosmetics 
Send full details regard- 


enced salesman in New York City and State England 
territory. 
Liberal basis of compensation. 


to H. W. No. 2207, 


desirable. 
ing experience, references, etc., American 


Perfumer. 





WHEN YOU NEED 


MACHINERY 


SITUATIONS WANTED 


CHEMIST with 10 years’ experience and competent in the manu- 
facture of cosmetics and patent medicines seeks position with re- 


sponsible house. Address S. W. No. 2203, The American Perfumer. 


—Write us if you do not find in 


these pages the type you seek. 


Information Department 





want to register a TRADE MARK ? 





The AMERICAN PERFUMER 


9 East 38th Street 





126 





New York 


write The AMERICAN PERFUMER, 9 E. 38th ST., N. Y- 





The 


{merican Perfumer 


manufacturing worry 
s not necessary....! 














Evinmmate your production problem the 
Carlova way. 

Supply us with your containers and labels, 
and we will fill and ship them on a cost-plus 
basis, affording you surprisingly low deliv- 
ered cost. 


We furnish you with fine tested products or 
we can make your own private formula if you 
prefer. The facilities of our plants at Mem- 
phis, Tenn., St. Louis, Mo., and Binghamton, 
N. Y., assure low freight costs. 


Our large-scale purchases and _ production 
methods enable us to offer unusually attrac- 
tive prices. 

Hair Tonic 
Taleum 

All Types 


of Powders 


Brilliantine 
Nail Polish 
All Types 

of Lotions 


Perfumes 
Toilet Waters 


All Types 
of Creams 


CARLOVA 


INC. 


BINGHAMTON” > 


COSMETIC COLORS 


of UNQUESTIONED SUITABILITY 
for 
LIPSTICKS 
ROUGES 

FACE POWDERS 

LIP POMADES 

EYE SHADOWS 
COMPACTS 

















NEW YORK 


Our Cosmetic Research Laboratory Is Well Equipped 
‘To Cope With Your Color Problems. 
* 
Originators 
of 


Fine Cosmetic Colors 


wi th We her ya 


ee ee ee 


Manufactucees of Fine Chemical es Coloes 
General Offices, Works, and Laboratories 


ROSEBANK, STATEN ISLAND, NEW YORK, N. Y. 


Boston, Chicago, Los Angeles, Cleveland, Detroit, San Francisco, 


Richmond, Toronto, Can 
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Rent or Buy 
THIS LABORATORY MODEL 


25-GALLON 
VISCOLIZER 


OMPACT and easily portable, this model 

VISCOLIZER is Cherry-Burrell’s accu- 
rate, efficient and widely useful answer to the 
demand by laboratory technicians for a ma- 
chine which would enable them to determine 
the benefits of viscolization as applied to a con- 
stantly widening range of liquid and semi- 
liquid products such as paper coatings, tooth- 
paste, cosmetics, paints, wax and _ liquid 
polishes, etc. When desired it may be rented 
for periods of thirty days or longer, the rental 
payments to be credited against the pur- 
chase price of the machine should you desire to 
keep it permanently. All parts and passages 
easily washed and sterilized. Has a very de- 
pendable drive mechanism which assures per- 
fect alignment of bearings and rods. And a 
Junior Duo-Visco Valve operates with the same 
complete efficiency as that characteristic of 
the larger models, permitting the building up 
of emulsifying pressures from 500 to 3,000 Ibs. 
Write at once for new illustrated bulletin. 

CHERRY- BURRELL CORPORATION 

27 West Randolph Street, CHICAGO 


9" 








ee NO 
SSE A for 
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MADE in the U.S.A. 


“FALBA” Absorption Base is a highly 
concentrated product of oxycholes- 
terins, the active ingredient of Lano- 
line, without its sticky, greasy and 
draggy effect. When “FALBA” is used 
you are assured of 100°% effect. Four- 
teen times as powerful as a good Lano- 
line. Practically odorless. 













¢ HE recognized standard of quality 
in the cosmetic industry is, and al- 


ways has been, ITALIAN TALC. 


Users of talc throughout the world know that the 
natural rockstone found in Italy produces a super- 
fine product. Besides having an unusual silky tex- 
ture, it has all the features that are most desired. 

Send for free booklet on 


FALBA (Absorption Base) There is vo substitute for ITALIAN TALC. 


CHARLES MATHIEU 


Nn C O R PO R 


PFALTZ & BAUER, wwe. 


300 PEARL STREET NEW YORK CITY 
LOS ANGELES CHICAGO 


Exclusive representatives of the Italian Producers 


120 LIBERTY ST., NEW YORK, N. Y. 





MODEL-S:- IMPROVED 
WORLD 
No 













J. Frank 


2961 ATLANTIC AVE. 
BROOKLYN, N. Y. 


APPLEGATE 7-3818 






The most flexible labeling machine. Easily 
equipped for labeling any size bottle or 
jar. Many exclusive mechanical features, 
developed by manufacturing experience 
of more than thirty-five years. 





Economic Machinery Company 
WORCESTER, MASS. 


Makers of complete line of automatic and 
semi-automatic labelers. 


NOILONILSIA f°? 





The American Perfumer 


uz FOR GREATER SALES! 


freshen up your package with 


HORN LABELS 


DIESTAMPING FOR BOXMAKERS 


Faithful Service for Over 40 Years 





PLDPD AIDS 





PPP PPP PIAA enn PPAPPAPLLPA LLL. 


City 


nen ne 


837-839 TENTH AVE. 
JOHN HORN, Labels 82909 qteNTH AVE: 
(Sample booklet of labels sent to RESPONSIBLE MANUFACTURERS) | 
} Name 

j Address a 
, sail 















the bigger, better and more profit- 
able FACE business that's coming, 
with products that are fine enough 


r=} 5 | E S VY) ry 4 to command repeat performance. 


THE maintenance of high quality in your FACE POWDERS e CREAMS e LOTIONS 


creams depends upon the uniformity of the 





beeswax. WHB Beeswax is uniformly good, by Dresden, for the private brand 
which means that every pound you order is as 

high in quality as the original sample. When distributor, build your business on 
ordering, specify WHB Super-Bleached 100% ; 

Pure White Beeswax. a success-insuring quality basis. 


WRITE FOR A FREE SAMPLE BOX 


SYRACUSE * NEW YORK DRESDEN 


CHICAGO: Riviera Products Co., 215 W. Ohio St. 
BROOKLYN: L. A. Barber, 43 S. Portland Ave. COSMETIC COMPANY, INC. 

DETROIT: J. L. Matthieu Sons, 239 Chalmers Ave. 
. 207 North Avenue 

PITTSBURGH: J. C. Ackerman, 1230 Gulf Bldg. 
7 New Rochelle, New York 


Write for quotations. 


Want a JOB? 


A few lines in our classified columns have helped 
to land many a job. And if you're on the Airing 
end, you should consider the same medium. 


CLASSIFIED ADVERTISING DEPT. The AMERICAN PERFUMER 
9 E. 38 ° NEW YORK ° A ROBBINS PUBLICATION 
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FLORALTONE 


To tone up and impart life to 
your perfume concentrates, add 10% or 15% of 
Floraltone to your rose, carnation or lily odors. 
The result will be astounding. It intensifies 
the floral character of your composition, or it 
may be successfully used by itself as a rich 
floral bouquet. 


PER POUND $15 TRIAL OUNCE $1.10 


Samples on request 


@ur laboratories are constantly developing new perfume bases for 
extracts, toilet preparations and soaps. 


WVE recommend at this time the popular floral notes such as 
Gardenia, Carnation, Lily of the Valley, Violet, Rose and Jasmin. 


LET US CREATE A NEW ODOR FOR YOUR LINE 


CHARLES FISCHBECK CO., Inc. 
e 


119 WEST 19th STREET 


Pure 
Dependable 
Uniform 


QUALITY MAGNESIUM 


STEARATE OF MAGNESIA 

Light, Great Adhesiveness. Pure White. Im- 
measurable Fineness. Heavy if desired. Dusts 
out under the puff like the finest pollen. Made 
to satisfy most exacting requirements. 
STEARATE OF ZINC 

Odorless, Impalpable. Pure White. Water Re- 
sisting. Great Adhesiveness. Light or Heavy as 
desired. Highest standard of Purity and Uni- 
formity. 

W e manufacture the foregoing on a large scale. Prompt 
deliveries in any quantity from one barrel to a carload. 
STOCKS CARRIED: Chicago, St. Louis, San Francisco. 
Los Angeles, Kansas City, Mo., Des Moines, New Orleans 


Telephone SUnset 6-1337-1338 


HE eH 


Phe Kgs M 3c | Brooklyn, N. Y. 


Telephone: WAtkins 9 1570 


NEW YORK CITY 


== HySpeed = Electric = 


PORTABLE CAPPER 


A , 

Tightens all screw caps 
securely, making every 
bottle absolutely leak- 
proof. 

Handles up to 100 Caps 
per minute. 

Caps bottles equally 
well on conveyors, tables, 
trays and boxes. 

Compact, self contained 
and easily portable. 

Noiseless motor, oper- 
ated from any light 
socket. 

Low in cost, practically 
no upkeep. 


<Free Trial > 


Send for Large New 
Catalogue 
Fillers Tanks 
Mixers Labelers 

Filters Pumps 


Ts 


Re re teeta New York, N. ¥ 


The American Perfumer 
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PEERLESS TUBES 
[/f PRESERVE ayn OUTLAST 
THEIR: GONTENTS 


Vth 


ZINC 
WHITE 


FULTO 


LESS TUBE COMPANY 


T AVENUE BLOOMFIELD, NEW JERSEY 


J. E. McLAUGHLIN—Central Western Representative W. R. MALECKAR CO.—Northwestern Representative 
Southern Ohio Bank Bldg., Cincinnati, Ohio 906 Northwestern Bank Bldg., Minneapolis, Minn. 
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